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ART. 514 


PARCEL POST TWINE 


Pe ages 


FAST SELLING ITEMS! 


Parcel Post Twine is one of our leading items. Our 12 ply, 
27 |b. test is an original feature as is our bleached white 
Art. 537-B which is a MIKE exclusive. 


Art. 514—12 ply 
Natural, 80 ft. cored ball, 
27 |b. test 


250 ft. cored ball, 27 lb. 
test. 


Art. 537-B—10 ply = PARCEL POST ; 
Bleached, 250 ft. cored ’ Swiee ~~ Orders of $75.00 or more, freight 
ball, 24 lb. test + prepaid. Orders of less than $30.00 
\ t/  f.o.b. Mill, Lawndale, N. C., Los Angeles, 
Calif., Marietta, Minnesota, Dallas, Texas, 
or Waynetown, Ind. Orders of $30.00 to 
$75.00 freight allowed to $1.00 per cwt. 
ART. 537-B Freight prepaid does not inciude extra 
charges incurred outside carrier's 
regular zone of delivery. 


ESTABLISHED 1873 eve an i S ompany LAWNDALE, N. C. 


3711 Medford St., Los Angeles 63, Cal ® Marietta, Minn © 2644 Freewood Drive, Dallas 20, Texas e Waynetown, Ind 





Mrs. N. J. Freeman, 
Vic Gelb’s ever-loving, 
gray-haired mother-in-law. 









































ONTEST |, 


% RCA 21” COLOR TV SET 
%& WESTINGHOUSE STEREO Hi Fi SET 
* KODAK HOME MOVIE SET 











We're always thinking of ways to increase 
sales and profits for you on our DURO- 
PLASTIC products. Woodhill Chemical 
is giving away 1,001 wonderful prizes to 
1,001 lucky people whose letters are se- 
lected as the best in our “JUST TELL 
US HOW YOU LIKE DURO-PLASTIC 
PRODUCTS?” contest. The contest will 
be advertised in LIFE, POPULAR 
MECHANICS, POPULAR SCIENCE, 
GOOD HOUSEKEEPING and FAM- 
ILY HANDYMAN magazines. We’ve 
made up a special contest kit for you, 
Mr. Dealer, and we hope you'll write for 
it now ... or request one from your jobber. 
We'll even send you a FREE tube of any 
one of our items along with your request. 
There are duplicate prizes for dealers 
named by the first 25 winners! 


CLIP AND MAIL THIS CO 


Please send me the FREE 


* Counter Card with pocket * Entry Blanks 
* Window Streamer * 1 and 2 Col. Newspaper Mats 


ALSO, send me a FREE tube of 


write in name of DURO-PLASTIC item you want 











Store Address 





City Zone State 





Signed 


GET THE COMPLETE PROMOTION STORY FROM YOUR 
FAVORITE JOBBER! YOU'LL INCREASE SALES... YOU My Jobber's Name 


T P ! . ; 
MIGHT EVEN WIN ONE OF THE DUPLICATE PRIZES The WOODHILL Chemical Corporation 
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LIFETIME 
SHARPENING 


WHEN YOU BUY YOUR 
COMET QUICK-SET DADO 


—during this special offer, you will 
receive free sharpening by factory 
experts for the lifetime of the 
blades! You will receive a Certificate 
with your purchase of any Comet 6” 
or 9” Quick-Set Dado. This Certifi- 
cate (plus $1 for insurance, postage 
and handling) is all you need to save an average of $4-5 
each time the blades need sharpening. Only Comet can 
make this offer—because only Comet Dados stay sharp 5 
times longer, are perfectly balanced to cut clean every time. 


SPECIAL, LIMITED OFFER EXPIRES MIDNIGHT 
OCT .5——-SEE YOUR LOCAL COMET DEALER 
NOW, OR WRITE FOR ONE NEAREST YOU 


Hurry! Send me the name of my nearest Comet Dealer: 


COMET MANUFACTURING COMPANY 


875 Arroyo Parkway Pasadena, California 
aah Tail P © Comet—1961 








COMET INTRODUCES 
ONE OF THE MOST 


STARTLING OFFERS 
EVER MADE IN” 


THE HISTORY OF 
WOODWORKING... 


AND THEN LAUNCHES 
IT WITH A 5-POINT 


DEALER PROMOTION 
THE COMET 1d 


The consumer offer (left) speaks for itself (and will ‘speak’ loud to 
over 3,000,000 people next month in 4 leading national maga- 
zines!). The special, ‘‘FEEVER"’ dealer promotion includes all the 5 
ingredients needed to make this a successful promotion for you, in- 
cluding: an additional 5% added to the regular Comet discount; cu- 
mulative quantity discounts; and all the necessary store merchandis- 
ing aids! Both the consumer offer and the ‘‘FEEVER™ promotion expire 
midnight, October 5! If you have not heard the Comet ‘‘FEEVER" 
story, yet — fill out and mail the coupon below — write now! 


COMET MANUFACTURING COMPANY 


875 Arroyo Parkway Pasadena, California 


THE CORPORATION Offer good in U.S. only. 








Your “FEEVER” Promotion scunds hot! 


Please rush the full story to: 
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F___. 22” MAGNUMS 
MEAN BUSINESS 


and profitable sales of 


MODEL 640K 


World’s most popular 22 / MAGNUMS 
Magnum! Standard f 
model 5-shot bolt action 
beauty specially de- 
signed and engineered 
for the new 22 cal. 
Magnum cartridge. 
$39.88 Retail 


Hammerless, closed-breech, bolt action 
in a complete range of models-and prices 


Mounted is 
Mossberg’'s 1A25 


C-LECT-POWER Scope j 
(2.5X and 5X) vie MODEL 642K 


$24.95 f j 22 cal. MAGNUMCARBINE... the newest ‘‘Chuckster”’, weighing only 5 pounds, 
only 3844" long . . . a hot combination sportsmen are looking for! Hinged, 2- 

position fore-end. Adjustable web carrying sling is standard equipment. 
$39.88 Retail 


MODEL 640KS MODEL 620K 


Same as 640K with custom hand Same fine craftsmanship and design 
checkering on stock of selected as 640K, but ina single shot model. 
walnut; genuine gold plated trigger. Top loader with handy loading plat- 

$49.95 Retail form. Priced to sell at $28.88 Retail 


‘American materials, American made" 


yes, 


MAGNUMS MEAN BUSINESS! 


These high velocity, flat trajectory cartridges have become 
a great favorite for varmint and small game shooting. 
—_ the last word oe ——— Shown actual size: 22 cal. 
22 cal. rimfire rifles: Mossberg! Long Rifle and at right, 


new 22 cal. MAGNUM 
rimfire cartridge. 


FREE: NEW, FULLY ILLUSTRATED CATALOG 
of Mossberg rifles, shotguns, scopes, Targo 
guns and traps. Write to factory. 


O. F. MOSSBERG & SONS, INC. 


ura 
11708 ST. JOHN ST., NEW HAVEN 5, CONN. for accuracy 
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CONTENTS 


Editorial Comment 
Business Trends in the West 


Washington News for Westerners 
by David R. Heinly 


New Products 
What Do You Do After Explosion Levels Business District? 


Roseburg, Ore., dealer wiped out in disaster was 
ready to call it quits’ . . . Banker talked him into 
rebuilding . . . Now has one of finest stores in area. 
Read how business boom came out of catastrophe. 


Free Wcodworking Classes Make New Customers 
Patio Shop Proves Profitable 
How to Court Customers While Building New Store 


Southern California dealer uses advertising and 
publicity in campaign to keep customers between the 
closing of the old store and new store opening. 


"Krazy Days" Sale Pulls 


Hardware Advertising Services 
This section has been specially compiled by 
Hardware World to include many manufacturers 
who are offering ad mats, merchandising kits, 
circulars, co-op money, and many other services 
available to Western hardware dealers. 


Portlanders Hit Peak In P&K Conventions 
Merchandising Aids 

Free Literature 

News for Westerners 

Schedule of Conventions and Shows 

These Western Dealers Are Keeping Up to Date 
In Memoriam 

Index to Advertisers 

Business Opportunities 





ait GRAND SLAM 
GOLF CLUBS 


—made the finest for 36 
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The Houses are Still Coming 


A cartoon caught our fancy a few months ago. It depicted the explosive 
growth of the West. 


The scene was a lone ranch on a big expanse of Western desert. A 
cowboy was riding his horse like mad toward the ranch house. He was 
shouting to his partner: “Hey, Charlie, the houses are coming!” 


And sure enough, on the ridge of the hill beyond the ranch was a long 
row of newly-built houses. 


This scene is no exaggeration as you of the West know. Whenever you 
take a trip out in the country, you find the “country” is further away. 


What is causing this? More than a half million new persons a year in 
the 13 Western States is the answer. 


This growth caused our retail sales to reach $38,349,493,000 in 1960, 
according to Sales Management’s Annual Survey of Buying Power. This 
is 17.44 per cent of the national total. 


This report shows under the heading of “Lumber, Building and Hard- 
ware Sales,” that the West did $2,583,188,000 last year. California was 
not only the leader in the West with $1,333,230,000 but it also led all of 
the 50 states. The second state was New York, lagging quite far behind 
with $973,503,000. 


Such growth isn’t going to slow down according to all survey projec- 
tions. The population growth is estimated to continue at about the same 
numerical rate for the next 10 to 15 years. 


How do you take care of more than 600,000 persons per year? There 
are not enough houses for them. Consequently, building of apartments 
and houses will continue at a steady pace. Many will probably be built 
in your trading area. The occupants will have to equip their homes with 
many things that can be bought in your store. 


You will have to use all of your resourcefullness to get these new- 
comers as customers and retain your present trade as well. You won’t 
be the only one trying to get their business. Such continual growth al- 
ways attracts heavy competition, as you already know. 


You can’t afford to coast. The houses are still coming . . . so is com- 


petition. 





BUSINESS 


TRENDS IN THE WEST 


Improved Business Expected 
During the Last Half of 1961 


Los Angeles Wants 
1,400,000 More Jobs 


Distinguished leaders in commerce and in- 
dustry participated in a panel discussion held 
recently by the First National Bank of Chi- 
cago. All of them agreed that we were out of 
the recession and on our way up to an increase 
in the last half of 1961. 


Steel industry should end with a five per 
cent increase over 1960, according to Joseph L. 
Block, chairman of the Inland Steel Company. 


Automobile industry should have a good last 
half, according to Edward M. Cole, general 
manager of Chevrolet Motor Division, and vice 
president of General Motors Corp. Labor con- 
tracts are being negotiated and might pos- 
sibly impair an improved production record 
in this field. 


Appliance industry turned the corner quicker 
than expected according to Robert S. Inger- 
soll, president Borg Warner Corporation. How- 
ever no boom is foreseen. Look for modest sec- 
ond-half gains which should give ‘61 a two-to- 
three per cent increase over ’60. 


Merchandising should improve with an ap- 
proximate three-per cent gain over last half 
of 60 as Ralph Lazarus, pres. of Federated 
Stores sees it. He believes retail sales should 
parallel the upward trend of disposable income 
which began in the first quarter of ‘61 and 
should continue for the balance of the year. 


Credit and interest rates are dependent upon 
the pace of business activity according to Homer 
J. Livingston, chairman of the board, First 
National Bank of Chicago. He looks for inven- 
tory accumulation in months ahead. 


This along with rise in plant and equipment 
spending suggests an increase in credit de- 
mands. Employment should improve and stimu- 
late consumer buying. Credit demands for fi- 
nancing consumer goods will grow. The growth 
trend in housing starts indicates a rising de- 
mand for mortgage credit. 


A recent survey revealed that Los Angeles 
could expect an in-migration of 3,500,000 more 
persons by 1970. The Los Angeles Chamber of 
Commerce reports that this influx of population 
would require 1,400,000 jobs. 

They are beginning to do something right 
away to bring industry to the area so that 
additional jobs can be created. Their first ef- 
fort was to produce a 34-page supplement to 
the July issue of FORTUNE magazine. A cham- 
ber official calls this a “terrific sales piece for 
merchandising Southern California as an ideal 
location for new industry.” 


Two New National Parks in Hawaii 


On July 1 Stewart L. Udall, Secretary of the 
Interior, announced the establishment of two 
national parks in the new state of Hawaii. 
One is the City of Refuge National Historical 
Park on the Island of Hawaii and Haleakala 
National Park on Maui. The new Haleakala Na- 
tional Park has been a part of the existing 
Hawaii National Park since its establishment 
in 1916. The two sections were separated how- 
ever by 125 miles of Pacific Ocean. It is ex- 
pected that the two parks will be instrumental 
in diverting some of the tourist travel to other 
islands in Hawaii. 


Western Trend Indicators 


Preliminary department store sales for June 
indicate that business was up throughout the 
West. California was up seven per cent. Oregon 
increased by five per cent. Washington and 
northern Idaho were up three per cent; Utah 
and southern Idaho, no gain. . . . Wyoming 
expects to establish a sales record in the bal- 
ance of 61 . . . Employment is slowly going up 
in California (May up 0.7 over ’60). Because 
of the thousands entering the state, unemploy- 
ment is going up faster (32.8 per cent to a 
total of 457,000 persons). 


HARDWARE WORLD 





16th ANNUAL 


NATIONAL HARDWARE 
SHOW 


including the LAWN, GARDEN 
& OUTDOOR LIVING DIVISION 


McCORMICK PLACE e CHICAGO 
OCTOBER 2 tne 6, 1961 
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McCORMICK PLACE—Chicago’s spectacular 
new $34,000,000 lakefront exposition center. 


Learn WHAT’S NEW FOR ’62 and plan your profits while you do at the largest, 
most complete, most diversified trade show in America. Talk to more than 

1,000 manufacturers of hardware, housewares and allied items . . . lawn, garden 
and outdoor living products. Take advantage of your only opportunity to see the 
entire market at one time in one place. Find out how you can cash in on new 
products and services... packaging and design . . . promotions and prices... 
policies and campaigns . .. merchandising plans and selling techniques. Fill out 
and mail the coupon now for your free badge of admission. 


FOR THE TRADE ONLY 


ATIONAL HARDWARE SHOW 
Suite 1103, 331 Madison Ave., New York 17, N.Y. 


| Please check below if you wish us to make hotel reservations for you. 
} (Please Print) 
| NAME TITLE 
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HARDWARE ‘i= 
| ciry STATE 
| TYPE OF BUSINESS 
SHOW | 3 Please check beiow the classification of your business. 
| [_] Wholesaler [] Retailer |] Dept. & Chain Store Buyer 


| {_] Importer-Exporter [—] Mfgrs’ Agent [| Manufacturer [(] Other 








[_] Please send us your hotel reservation blank. 
: 1 Minors under 18 yrs. of age will not be admitted under any circumstances. i 
Murray Hill 2-4802 SS SOR) SE, ON AIL SON SANE MOR CSE SEY aR: FR NE NN RRL SOMERS SRL BE re SN 
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WASHINGTON 


N EWS FOR WESTERNERS 


By DAVID R. HEINLY ¢ Chilton News Bureau, Washington, D. C. 


Westerners Assail Credit Bill 
Despite White House Backing 


Labeling Law Put Off Again 


Western congressmen are swimming against 
the current in an effort to kill the so-called 
“Truth in Credit’ bill fathered by Senator Paul 
Douglas, Illinois Democrat. 


Under the Douglas bill, hardware store clerks 
would be required to prepare detailed sales 
statements for credit customers on every such 
sale. The clerk would have to compute, among 
other things, the annual rate of finance charge 
on the unpaid balance of a charge sale, figuring 
it as a percentage on the original full amount of 
the charge. 


Complicated? The clerk will also have to tal- 
ly up cash price, down payment, service fees, 
credit fees, and total of service and credit fees. 
Merchants argue the cost of help skilled enough 
to make these calculations will drive many small 
shops out of business. 


Outspoken foe of the measure is Utah’s Re- 
publican Senator Wallace F. Bennett. While 
Senator Douglas says his bill is needed to stop 
unscrupulous merchants from hiding false fees 
and charging too much for credit, Bennett ar- 
gues the bill will do none of the things it is sup- 
posed to do. 


Bennett and spokesmen for the retail trades 
point out there is nothing in the bill to stop 
merchants from “hiding” fees in the cash price 
of an item. Many say they will have to do this 
anyway to cover the cost of obeying the law. 


Bennett warns that such a law “cannot be 
enforced without also setting up ... vast new 
federal powers... to fix prices.” He insists that 
such power “is unthinkable in a free enterprise 
economy, particularly in peace time.” 


The groundswell of consumer sympathy con- 
tinues to build, both in Congress and the Ad- 
ministration. President Kennedy has given his 
full support to the Douglas bill. 


The Food and Drug Administration has dis- 
covered that it can be a lot easier to get con- 
sumer welfare laws passed than to enforce them. 
FDA has postponed enforcing the new Hazard- 
ous Substance Labeling Law for the second time. 
It is now scheduled to take effect next February. 
Flood of testimony from makers and sellers of 
hundreds of household products forced the post- 
ponement. The turpentine industry, for example, 
told FDA that a “poison” label on the traditional 
household product would drive the industry bank- 
rupt. Officials say prices have already dipped 50 
per cent as a result of talk that turps would be 
declared a toxic poison. FDA wants to recon- 
sider its proposed regulations. 


No Co-op Tax This Year 


Western co-operatives won’t see a change in 
their tax status this year. But it could come 
next year. The House will vote on a watered- 
down tax bill, probably sometime this month. 
The Senate will mark time until next year. The 
final version is almost sure to include a mild tax 
on co-ops. President Kennedy asked for a 20 per 
cent corporate tax on co-op profits, both as held 
by the co-op and paid out to members as div- 
idends. The House has already approved most 
of the principles of Kennedy’s tax proposal. Com- 
mittee action merely trimmed some of the rates 
suggested by the President. 


Loans For Displaced Dealers 


Western hardware dealers forced to move be- 
cause of federal building programs can apply 
now for special “relocation” loans from the 
Small Business Administration. You can get a 
loan through June 30, 1962 at 33, per cent in- 
terest per year, with up to 20 years to repay. 
Get details from nearest SBA field office. 


HARDWARE WORLD 





PHIGES 


DOWN! 








ON PETERS NEW 
PREMIUM-GRADE “SP” SHELLS - 


it’s the simple law of supply and demand. When the price comes down ona 
hot item, volume skyrockets. And that’s just what’s happening on Peters pre- 
mium-grade ‘‘SP”’ shells. They’re available now in all 12 gauge high-base loads 
for only 15¢ more per box than ordinary high-base shells. @ Shooters are de- 
manding this amazing shell... and for good reasons. The improved gas 
sealing of the amazing new ‘‘Power Piston’’ wad means faster, more power- 
ful game-getting patterns. The slick, translucent body speeds up a gun’s 
action, and there are no more wasted shells or jams caused by scuffing or 
swelling. The more you order, the more you'll sell! 


PETERS “HIGH VELOCITY" PETERS “HIGH VELOCITY” PETERS “HIGH VELOCITY" PETERS “VICTOR” 
LONG RANGE SHELLS CENTER-FIRE CARTRIDGES 22 CARTRIDGES FIELD LOADS 


PETERS packs the7power! 


PETERS CARTRIDGE DIVISION, BRIDGEPORT 2, CONN. 86.u.5. par. OFF 
“High Velocity"’ and ‘‘Victor’’ are trademarks of Peters Cartridge Division, Remington Arms Company, Inc. 
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PRODUCTS 


HERE IS LATEST INFORMATION ON NEW AND IMPROVED MERCHANDISE 
YOU CAN SELL. FOR MORE INFORMATION CIRCLE NUMBER ON INQUIRY 


NEW COLOR ASSORTMENT for 
Kitchen Beauty brooms. Plastic bris- 
tles, block and handle are color-co- 
ordinated in one of three colors. Col- 
ors include white, pink and turquoise. 
—Empire Brushes, Inc. 
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SOLID FILM LUBRICANT is wear- 
resistant, dry and tenacious. It bonds 
to surface of metal parts. Use on 
reels, guns and boats. Said not to 
stiffen when cold or thin out when 
warm.—Alpha-Molykote Corp. 
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BUILT-IN NIGHT LIGHT with this 
electric wall clock. Light source is 
Panelescent panel behind dial. Light 
is always on while clock is running. 
“Night Lighter” fits flush to wall.— 
Sunbeam Corp. 
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OSCILLATING HEATER spreads 
heat evenly over entire room. Re- 
flector and heating element of Osci- 
lectric is said to give 75 per cent more 
coverage than other heaters.—Mar- 
tin Stamping and Stove Co. 
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CORNER SECTIONS of aluminum 
for plywood cabinet use. Ideal for do- 
it-yourselfers. Plywood panels fit 
open grooves for right angle corner. 
Three sizes to use.—Reynolds Metals 
Co. 
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MOISTURE ABSORBERS for use in 
canisters, salters, etc. Blue Magic 
line of items has absorbent crystals 
built-in. Also included are odor ab- 
sorbers for refrigerators and baths.— 
Luce Reflexite Corp. 
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TUBE BENDER can be used on in- 
stalled tubing. Six sizes of benders 
for use on soft or hard copper. Cali- 
bration marks graduated in 45° an- 
gles for precision use.—Ridge Tool 
Co. 
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OUTDOOR CLOCKS have round ce- 
ramic faces. Use where clock is ex- 
posed to sun and weather. Insulated, 
weatherproof case fits over works. 
Choice of battery or electric clock.— 
Howard Miller Clock Co. 
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GET LONG CASTS with “Shooting 
Heads” for dry flies and bass plugs. 
“Stream Queen” is a 40-ft nylon ta- 
pered line. It is said to give casts of 
more than 100 ft.—Sunset Fishing 
Lines 
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FROZEN FOOD BASKET is self-in- 
sulated. Weighs 12 oz. Lifoam Shop- 
per is said to keep frozen foods up to 
10 hours. Use on picnics, boating, 
etc., and for hot or cold items.—Life- 
Like Products, Inc. 

For Details Circle 109 on INQUIRY CARD 


NO WINDOW “PAIN” from cold 
drafts when customers use “Hold-it” 
adhesive. It is tapeless tape, tackless 
tack and pasteless paste. Non-hard- 
ening and non-toxic.—Eberhard Fa- 
ber Pen & Pencil Co., Inc. 
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WINDOW GUARD is adjustable to 
fit most windows and doors. Keeps 
children safely inside. Attaches with 
four screws which are included. Made 
of rust-resistant tubular steel_—Host- 
ess Industries, Inc. 
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EASY SWIMMING with these 
Swimmitts. Lightweight hand flippers 
are made of rubber in three sizes. 
Available for kids and adults, mitts 
are brilliant orange color for safety. 
—Pioneer Rubber Co. 
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ELECTRONIC DIMMER fits stand- 
ard single wallbox. Dreamliter 600 
provides smooth control of lighting 
from full dark to full bright on in- 
candescent circuits up to 600 watts.— 
Electro-Solid Controls, Inc. 
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ROTATING, WOBBLING pendulum 

action sprays droplets of water in- 

stead of solid stream produced by 

many fountain heads. Three models 

have varied water patterns. Valve 

adjusts height.—Rain Jet Corp. 
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Southern Bell ow 


LEADING AMERICAN INDUSTRIES 
offer their employees the Payroll Savings Plan for U.S. Savings Bonds 


These are but a few of the leading firms which support the Savings @ 
Bonds program with more payroll savers than ever before in peacetime. 
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FASTER TURNOVER...MORE dl OR oe 
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1—LP-99 Multi-Torch chest with com- 
plete torch, 1 H.D. burner tip, 
1 flame spreader, 1 soldering 
tip, 1 spark lighter. 


2—LP-555 Standard Torches with 
pencil point burners @ $4.65. 


6—LP-175 interchangeable, dispos- 
able propane fuel tanks. 


5—“How to Use” booklets. 


1—Repair parts kit for propane 
torches. 





1—Wire display rack to be regis- 
tered in your store name. FREE 
$23.93 44.69 
$20.76 


Nene a Tiel . . aye? OO a 
\ i s 
CoO” a 
The new LP-1635 can be hung on pegboard, or is self- € oe 
supporting for use on counters or shelves. Total unit weighs ¥ 0 
only 25 Ibs. fully loaded. 


When you receive this new Turner display merchandiser, you 

register it with your name at the factory. This will entitle 5 FREE “HOW TO USE” BOOKLETS 

you to regular free merchandising material (replaceable rack You get five of these ive 4-color booklets on How to Use a propane 

banners, window banners, streamers, literature) and other torch. Additional copies are available at 10c each. You sell them for 35¢ 

special offers made only to registered dealers. each, or use them as a premium with each torch sale. 

This stock plus display and sales material is designed to help 

you turn over your Turner stock fast and give you greater 

profit. You have nothing more to buy. Just get your display 

merchandiser and we do the rest to help you to greater } : FREE Torch Repair Kit 

turnover profits. Pan tase ee | Keep customers happy with this kit of repair 
. : parts. It's yours free with the LP-1635 and 

hes a retail value of $9.20 of spare parts. 








NATIONAL ADVERTISING CLIP THIS COUPON AND MAIL IT TODAY 
Turner National Advertising reaches the big ‘‘Do-it- 
yourself market that spends billions on home tools every TURNER Corp., Sycamore, Ill. 
year. We're telling him to see you, his Hardware Dealer, 
for Turner Torches. Gentlemen: | want to increase my turnover of Turner Torches and Kits. 


FREE WINDOW BANNERS C] Have my jobber salesman call. 


and Literature for Turner lers TC) Ship one LP-1635 Display Merchandiser and bill through my jobber. 





Street 


Bee) e ol = oe ms 


f| P- My jobber is: 
orporation 
SYCAMORE, ILLINOIS 
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TWINKLE 


The homemoker's 
favorite. Sturdy 
plastic bristles in 
white or bright 
assorted colors. 
Retail 49c. 


BRANT 


Economy choice. Palmyra 
bristles in tumbled wood 
block. Retail 39c. 


GOOSE 


For the tough jobs. Gen- 
vine OXCO Palmetto 
fibre bristles give long 
life on cement, stone, 
brick, etc. Retail 85c. 


MATE W.T. 
White tampico bristles in 


pointed block. A steady 
seller at 39c, 


TIGER 


Square block with 70 
tufts of white tampico 
for long life and effi- 
cient action. Retail 59c. 


# 880 SPEEDY-CLEAN® SCRUBSTER 


Solid plastic block in pink, yellow and 
sandalwood with matching crimped plastic 
bristles. Note hanging ring and fluted grip. 
Packed one dozen assorted colors to carton. 
Retail 69c. 





OxXCcoO 
SCRUBS 


ACK up 


STEADY SALES 


Let’s face it. There’s not much romance in a scrub 
brush. People need ’em, they buy ’em. They wear 
’em out, they come back for another. 


That’s the way with Oxco scrubs. They just lie 
there . . . and sell! Small investment, small space, 
big turnover. Your customers get top value when 
they buy Oxco. . . you get top dollar volume. 


No, there’s nothing romantic about an Oxco scrub. 
The excitement’s in the sales story! 


Order these fast-moving scrubs from your 
Oxco Jobber. 


OX FIBRE BRUSH COMPANY, INC, 
lablished /8§4 


FREDERICK & 18. MARYLAND 


7 
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BRAND NEW, from the ground up Umpqua Valley 
Hardware has all glass front for 150-foot frontage on 
Rose St. A full marquee provides cool area in summer 
and protection from the winter storms. Customers walk- 
ing under marquee see the brightly lit interior. 
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OTHER ENTRANCE to store has a 100-foot frontage on 
the next street, Stephens. This area houses the appliance 
division. Inset from street provides customer parking. 
Fixtures under balcony canopy and marquee provide 
double lighting of building's exterior. 


What Do You Do After Explosion 
Levels Business District? 


Roseburg Dealer Convinced By Banker That 
Rebuilding Would Be Profitable . . . Destruction 


Brought Boom In Construction . . 


. New Store 


Reputed To Be One Of Most Beautiful In Area 


Umpqua Valley Hardware and Appliance 


Roseburg, Oreg. 


UMPQUA VALLEY HARD- 
WARE AND APPLIANCES on 
Rose and Stephens Sts., Rose- 
burg, Ore., is referred to as one 
of the most beautiful stores of its 
kind in the Pacific Northwest. The 
statement is made repeatedly by 
manufacturers’ sales representa- 


GEORGE E. WEST, president, 
glad he rebuilt after disastrous ex- 
plosion leveled downtown Roseburg. 
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tives who travel the entire West 
Coast. 

It literally outshines many other 
stores in the area, regardless of 
type, because George E. West, 
owner, planned it that way. 


Store Ruined by Explosion 


A 20-year veteran in the hard- 
ware business at the owner level, 
West’s hardware store and his ap- 
pliance firm were wiped out in the 
explosion that rocked Roseburg 
the night of August 7, 1957. A 
parked truck, containing high ex- 
plosives, caught fire and the ex- 
plosion reduced to rubble the 
greater portion of Roseburg’s re- 
tail business district. 

“Our hardware store,” said 
West, “had been started in 1880 
by a man named Churchill. It burn- 
ed out in 1882 and was rebuilt in 
1883. I bought the business from 
the Churchill estate in 1942. It 
had stood at the same location 
from 1883 until the blast of 1957. 
It was a major catastrophe. I was 


just ready to fold my tent and 
move away.” 


Rebuilt Under One Roof 


A banker friend pointed out to 
West that, far from ruining the 
economy of the town, the big ex- 
plosion was going to result in the 


MILDRED |. WEST, secretary-treas- 
urer, is credit manager. She also 
directs the business office staff. 
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greatest building boom the area 
had ever known. Between $10 mil- 
lion and $12 million poured into 
Roseburg in the form of insurance 
payments in the ensuing months. 
An additional $11 million worth 
of construction ‘was scheduled and 
is being done in the area in 1961. 

“We chose to rebuild at the ap- 
pliance site and combine under one 
roof the hardware, sporting goods, 
housewares and appliance depart- 
ments,” West explained. 

The store runs clear through 


the block, uncut by an alleyway. 


There is a 100-ft frontage on 
Stephens Street for the 10,400 sq. 
ft appliance department. The busi- 
ness Office is located between the 
appliance and hardware depart- 
ments. They are connected by a 
wide, gently sloping ramp, as 
Stephens is at a slightly lower 
elevation than Rose Street. The 
open archway is flanked by some 
25 ft of open shelf display area 
for hardware items and seasonal 
promotions. 

A frontage of 150 ft on Rose 
Street provides a showcase effect 
for the merchandise and independ- 
ent double entrances for both the 
hardware and housewares depart- 
ments. These departments, too, 
are connected by means of an open 
archway. 


All told, the store has a floor 
area of nearly 24,500 sq. ft, of 
which some 13,000 sq. ft are de- 
voted to the hardware department. 
This is an increase from the 6000 
sq. ft hardware store destroyed 
by the blast. An 8000 sq. ft second 
floor has been finished and will be- 
come a sales area in the near fu- 
ture. 

“It is going to be easy to put 
in a stairway,” said West. “The 
set-up lends itself to adding a com- 
plete furniture department to the 
operation,” he commented. 

Installation of fixtures and mer- 
chandising were handled by Baker 
& Hamilton’s store planning divi- 
sion. The gondolas and wall sec- 
tions were manufactured by Bel- 
levue Co. 

Display shelves start at 10 in. 
at the top and graduate to 16 in. 
wide at the botton of gondolas. 
All wall cases have special light- 
ing. 

Fluorescent lighting is so placed 
that there are no shadows on the 
sales floor. At eye level, there is 
150 ft candle power in the appli- 
ance department and 120 in the 
hardware area. Lights under the 
balcony and marquees make the 
store the “brightest spot in town.” 

A heat pump system provides 
air conditioning in summer and 


warmth in winter. 

Roseburg is a community of 
some 11,000 persons, located in the 
heart of a lumbering area. Hence 
the hardware department carries 
some mill supplies including pumps 
and general builders’ hardware. 

The sporting goods department 
is the largest in the Umpqua val- 
ley. Mrs. West says the department 
did $90,000 worth of business in 
boats and motors a year ago. Close 
inventory control is maintained. A 
turn-over of about three times a 
year is figured for the hardware 
department. Lines are purchased 
in depth. 


Serial Numbers Deter Thefts 


Serial numbers are recorded for 
nearly every item in the store. 
West has found that the practice 
pays off. 

“Shoplifting, of course, is a uni- 
versal problem,’ he commented. 
“We locate mirrors at the back of 
departments so sales people can 
keep an eye on all portions of the 
area and we try to display the eas- 
ily removed items of expensive 
merchandise where they can be 
watched. 

“A while back, two men came 
into the store during the lunch 
hour. There was only one girl on 
the floor in that section. One of the 


ISLAND DISPLAYS, five feet in height, are spaced at six-foot intervals in the housewares department. Giftware 


and decorative ware are featured as well as household goods and kitchenware. 


gives excellent illumination. 





Decorative fluorescent lighting 
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SPACIOUS, well-stocked hardware and sporting goods departments are brilliantly lighted. The store boasts the 
largest stock of sporting goods in the Umpqua Valley. A year ago $90,000 worth of boats and motors were sold, 


according to owner West. 


men engaged her attention while 
the other sauntered about. She 
noted an evasiveness and indeci- 
sion about the ‘customer’ and tried 
to keep track of the activities of 
his companion. After the two men 
left, without making a purchase, it 
was found that seven transistor 
radios were missing. 

“A description of the men was 
given to the police and a story was 
carried by the local newspaper. 


BIRCH PANELED offices for Mr. and Mrs. West are 
a pleasant place to arrange credit, pay bills or consult 


with the civic-minded owners. 
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Eventually, the police recovered 
five of the radios, one at Las Vegas 
and others in California. We were 
able to claim our property because 
we had the serial numbers on rec- 
ord. 

Normally the store has a full- 
time payroll of 40 persons. 

“IT work any place in the store 
where a boy is needed,” the owner 
said. “Freda Herman is _ house- 
wares manager and Vance Cox is 


manager of the hardware depart- 
ment. Right now, I’m filling in as 
manager of the appliance depart- 
ment during vacations, but next 
week I may be selling fishing lures 
or hinges.” 


Family Corp. and Team 


Umpqua Valley Hardware is a 
corporation consisting of West and 


(Continued on Page 46) 


NO SHADOWS mar the appearance of the appliance 
department. Brick planter near entrance adds a fresh 


decorator touch to the roorn. 





EYE-CATCHING DISPLAY of student work in window 
is called the "Fun Tree."' Sign and tree call attention 
to free classes held by store. 


INSTRUCTOR of classes Henry Johann (left) shows pros- 


pect power tools at special display. Nine-foot power 
tool bench is on opposite side. 
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Free Woodworking Classes Make New Customers 


Orange Hardware Co. 
Orange, Calif. 


WHEN ORANGE HARDWARE COMPANY’S How- 
ard Lathrop instituted free monthly woodworking 
classes in the basement of his store, he believed they 
would increase traffic and sales. The success of his 
plan was quickly and easily measured. After just three 
classes the Orange, Calif. residents had purchased 
four radial saws and over $1200 worth of accessories. 

Finding an expert instructor for the classes was 
simply a matter of contacting a local wholesaler of 
one of the leading lines of woodworking equipment. 
In addition, the store had its own expert in the person 
of Henry Johann. Johann is an experienced power 
tool man and gained additional knowledge from the 
factory representative. 

The classes are so arranged that they can teach 
almost every aspect of woodworking and wood finish- 
ing. For example, one class was conducted by a fac- 
tory representative of one of the nation’s leading 
paint manufacturers. By keeping the classes diversi- 
fied, they appeal to a larger group of students. 

Located in one of the nation’s fastest growing 
areas, these classes serve well to make the Orange 
Hardware Co. known to residents of the area. By ad- 
vertising the classes, established hobbists are induced 
into the store as are new home owners planning wood- 


working projects for their new homes. 

There are four major aspects to the promotion of 
the woodworking classes. The combined program has 
done an outstanding job of calling the Orange Hard- 
ware Co. to the attention of the public. The promotion 
program is set up in the following way: 

(1) Newspaper advertising. 

(2) Direct mail advertising to those customers who 

have purchased woodworking equipment in the past. 

(3) In-store promotion consisting of an unusual 

woodworking creation in front display window of 

store, and in-store demonstrations. The demonstra- 
tions by Johann create interest in those customers 
who might not have noticed the other advertising. 

(4) Last, but not the least valuable, is word-of- 

mouth advertising. This accounts for a large per- 

centage of the store’s new students. 

“We have been both pleased and surprised at the 
outstanding interest displayed in these classes,” as- 
serts Lathrop. “But most interesting of all is the 
rapid acceleration of requests to join the classes. We 
feel that this comes as a direct result of the word-of- 


(Continued on page 44) 
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EFFECTIVE SIGN brings customers to back of store 
where garden and patio shop is located. 


IMPULSE BUYING has increased since larger selection 
is available in separate garden and patio section. 


Patio Shop Proves Profitable 


Arrow Hardware 
Orange, Calif. 


EXPANSION OF ANY TYPE is often a necessary 
but costly experience. Like many other stores, the 
Arrow Hardware of Orange, Calif. was faced with the 
dilemma of how to add needed space with the smallest 
possible expense. Arrow Hardware solved its problem 
both effectively and relatively inexpensively by adding 
a semi-enclosed garden and patio shop at the rear 
of the 7000 square foot store. 

The savings were achieved because the garden and 
patio shop is effective even though it is not completely 
enclosed. Heavy wire screening from the middle to 
the tops of the walls eliminates night pilferage. The 
entire cost to the store was $2750 for construction 
and an additional $2000 worth of garden supply equip- 
ment. 

Additional display space was then available in the 
main body of the store where garden tools had been. 
So much new space was obtained from the move the 
store was able to install a 15x30 foot home supplies 
department. 

Impulse buying increased in the patio shop since 
all related lawn and garden items were placed in one 
display area. In addition, the store finds that it is 
now able to sell more quality merchandise than be- 
fore. An example of this is the larger volume of qual- 
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ity garden hoses now being sold. Moreover, many new 
customers are coming to the store just to shop in the 
patio and garden shop. 

A large sign over the former rear entrance calls 
attention to this new feature of the store. Co-owners 
Frank Valdez and Larry Souza felt that anything 
less than a large attractive sign would be false econ- 
omy indeed. 

A feature of the garden shop which is greatly ap- 
preciated by customers is that cars can be driven 
right up to the back door. This eliminates carrying 
such bulky items as peat moss all the way through the 
store. This convenience, in itself, has been commented 
on favorably by customers. 

“Our store is located in an area of homes constructed 
for the most part only a few years ago,” says Larry 
Souza. “It is still expanding at a rapid rate. Since 
we have found that the largest bulk of purchases are 
by home owners who have been in their homes about 
three years, we can look forward to many years of 
increasing garden supply sales. 

“As to our present success in installing a garden 
and patio shop, you can judge for yourself. Our sales 
are up over 20 per cent and still growing,” he con- 
cluded. ; 
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HUGE NEW STORE of Noonan's in Santa Monica will be a real showplace 


of hard goods. All merchandise will be brand new. 


How to Court Customers 


While Building New Store 


Advertising and Publicity Help Dealer's Cus- 
tomer Relations . . . Campaign Bridges Gap 
Between Store Closing and Opening of Hard- 
ware Center. 


JACK NOONAN stands in front of sign announcing the store's new loca- 
tion. The large letters are a bright orange. 
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THE QUESTION FACING Jack 
Noonan last spring was: How to 
keep in touch with the public dur- 
ing the few months between the 
time he closed his 20-year-old store 
and the opening of his new build- 
ing? 

The answer for Noonan’s Hard- 
ware in Santa Monica, Calif. was 
publicity and advertising. Noonan 
began using big-store publicity 
tactics at the start of his close-out 
sale. 

Five full-page ads were used in 
the local daily and one weekly 
paper to promote the three-week 
close-out sale. One page was used 
in a Los Angeles newspaper. Pub- 
licity appeared in the papers at 
the same time. 

The huge sale produced the de- 
sired results. All merchandise was 
sold out. The new store will open 
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with completely new and clean 
stock. The advertising will be built 
around “Everything is new at the 
new Noonan’s.” 

Jack Noonan and his staff are 
busy buying merchandise for the 
entire store. This change has given 
the firm the opportunity to develop 
new and improved systems for the 
store. Most outstanding is the 
stock control system, which they 
are setting up as they buy. It is 
being developed from the best ideas 
from their former system, the 
hardware association’s handbook 
and the wholesaler’s cataloging 
methods. 

While all the buying is going on 
Jack has been busy trying to get 
publicity to keep the name of 
Noonan’s alive. A regular program 
of publicity and direct-mail adver- 
tising was set up. 

With modifications, his program 
could benefit any store which faces 
similar changes, whether it entails 
opening a brand new location or 
merely remodeling a store front. 


Timing Ahead 


Noonan lays no claim to being a 
publicity expert, so he kept his 
plan simple. 

Other than direct-mail cost, he 
allocated no specific funds to the 
project. He didn’t aim for earth- 
shaking news. Yet, all his stories 
ran in the feature sections of the 
leading local newspapers. This in- 
dicates the importance in reader 
interest placed upon them by the 
editors. NEWSPAPER COVERAGE like this resulted from Noonan's publicity pro- 

Here is his successful four-month gram. The stories went to 30,000 readers in a 50-mile radius. 
publicity time-table: 

Two weeks after the former 
store closes, a 10-inch, one-column 
story tells plans for the new store. 
Noonan’s picture headlines it. 

Three weeks later: a_ three- 
column picture with a four-inch 
caption shows groundbreaking 
ceremonies. (This is a symbolic 
event, dramatizes an accomplished 
fact, shows the company as stable 
and traditional.) 

Simultaneously, a humorous self- 
mailer announcement was sent to a 
3000-name customer list. 

Within the next two months the 
publicity adds three more press 
releases: 

One ties the architect’s render- 
ing of the new store design in with 
a local newspaper’s yearly edition 

(Continued on page 40) 


ONE OF MANY publicity photos shows Noonan during the construction of 
the new store. He also has been active in local affairs. 
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DISPLAYS ON SIDEWALK were a gimmick used in the ''Krazy Days’’ sales. 
Customers entered store to pay and have merchandise wrapped. 


bod 


“Krazy Days’ Sale Pulls 


A BIG THREE-DAY “Krazy 
Days” promotion was held at the 
JCRS Shopping Center at Denver 
with sales stimulating results. 

Given the atmosphere of a gay 
sidewalk jamboree, impact and 
public appeal was added by every 
store’s participation. However, 
each store planned its own ar- 
rangement on merchandising, 

The promotion was planned in 
cooperation with all the retail units 
in the center. The hardware dealer, 
Gamble’s, tripled their sales dur- 
ing this three-day event. 

An important feature, success- 
fully applied by the store was 
drawing shoppers into the store in 
order to promote sales of regular 
merchandise. This was done by 
keeping all of the cash registers 
inside the store. 

“When customers step into the 


Gamble Hardware 
Denver, Colo. 


store to pay for their sidewalk se- 
lections they would invariably pur- 
chase additional items inside the 


NOT TIME FOR SLEEP for store 
manager, Larry Whaley, even though 
he is dressed in a nightgown for the 
"Krazy Days" sales. 


store,” revealed Larry 
manager. 

The firm added amusement to 
the ‘Krazy Days’” atmosphere 
by having store personnel dressed 
in night shirts. 

“Seeing this attire in front of 
the store, some people would wan- 
der in just to see what the rest of 
the personnel looked like,” added 
Whaley. 

Merchandise featured during 
this sale were ‘“‘price shocker’”’ bar- 
gains and odd lots from regular 
store stock. Housewares were 
among the popular items and were 
prominently advertised in the local 
papers. 

“We feel this promotion drew 
attention to our store as well as 
offering us an opportunity to clear 
our stock of odd lots and slow mov- 
ing merchandise,” stated Whaley. 


Whaley, 
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HARDWARE ADVERTISING SERVICES 


Here is a list compiled by HARDWARE WORLD of manufac- 
turers who offer retailers free advertising material. To receive 
the free services, circle the corresponding number on the post- 
age-free card on page 32. 


ALADDIN LABORATORIES, INC. 


ENVELOPE STUFFERS — Bar 
Buoy, two-fold, three-color folder 
has photos and drawings of safety 
holder for beverages. Slam-Bo, 
two-fold, two-color folder, with 
photos describes new equipment 
for golfers. Both folders will be 
imprinted at no cost to dealers.— 
No. 265 


THE AMERICAN THERMOS 
PRODUCTS CO. 


PROMOTIONAL KIT (Seasonal) 
—Advertising aids included in kit 
are newspaper ad mats in assorted 
sizes; radio and TV 30-second and 
one-minute commercials; envelope 
stuffers and handouts with room 
for store imprint; display materi- 
als for in-store use such as window 
streamers, wall banners and count- 
er displays. All material in kit 
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POURING SPOUT for quart and gal- 
lon paint cans is unbreakable plastic. 
Imprinted with name and advertising 
message it will remind customers 
where to buy paint. Spout snaps into 
paint can.—Forest Interiors Corp. 
For Details Circle 197 on INQUIRY CARD 
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covers camping, picnicking and 
outdoor living merchandise.—No. 
266 


BENNETT-IRELAND, INC. 


SELF-MAILER—Individually _ tai- 
lored direct-mail program for deal- 
ers has 814x11 inch two-fold mail- 
er covering mail box posts, name 
signs and brackets for R. F. D. 
boxholders in dealer’s area. Deal- 
er’s name imprinted and Bennett- 
Ireland does the mailing.—No. 267 


BLACK & DECKER 


COOPERATIVE ADVERTISING 
—Black & Decker wholesalers will 


SEASONAL 8-PAGE CIRCULAR 
was designed from dealer survey re- 
sults. Minimum of items keeps dealer 
investment reasonable. It is available 
from three western wholesalers. Four 
coupons bring customers into store.— 
Liberty Distributors 
For Details Circle 198 on INQUIRY CARD 


have an advertising reserve which 
will be available to retailers on a 
50/50 basis. Also available will be 
advertising mats, proof books, 
photos, radio scripts and repro- 
duction proofs.—No. 268 


BRUNING BROS. INC. 


PROMOTIONAL KIT—Newspaper 
ad mats and radio spots introduce 
Diamond White Enamel. Descrip- 
tive literature for counter use ex- 
plains features of new enamel. A 
44x17 in. window streamer, dealer 
mailings and envelope stuffers 
complete the new product promo- 
tion.—No. 269 


CAMPBELL CHAIN CO. 


MATS—One column by 3-34 In. 
newspaper mat shows all-pupose 


MINIATURE TOOLS that really 
work are available in tool kit or bulk. 
Print your company name on trans- 
parent tool roll containing five tools. 
Kit’s weight of less than 0.3 oz. is 
ideal for direct mail.—Gries Repro- 
ducer Corp. 
For Details Circle 199 on INQUIRY CARD 
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utility and towing chain with grap 
hooks.—No. 271 


BUTLER AND ASSOC. 


FOLDERS—Two envelope stuffers 
or counter pieces describe new 
“Mak-A-Steel” key stock. Two- 
color leaflets have space for im- 
printing. Also with space for im- 
printing is two-color folder on 
‘‘Mak-A- Pin” steel bars.—No. 270 


DAP INC. 


PROMOTIONAL KIT—Four dif- 
ferent two-color banners calling 
attention to national ad campaign 
are offered. “Seal Up and Save 
With DAP” is two-color folder to 
be used as envelope stuffer or 
handout folder. Space for imprint- 
ing on back.—No 190 

MATS & ELECTROS—Choice of 
either newspaper mats or electros 
of 29 DAP products, two caulking 
guns and a logo.—No. 191 


DILLE & MCGUIRE MFG. CO. 
CATALOGS—“Turfmaster” 1961 


lawn mowers catalog is for dealer 
use only. Full color, 24 pages with 
every page illustrating lawn and 
gardening equipment.—No. 273 


ENVELOPE STUFFERS—Three 
full-color folders: tillers, hand 
lawn mowers, power lawn mowers. 
All have imprinting space.—No. 
274 


WINDOW BANNERS—Full-color 
9x24 in. banner has full color photo 
of dealer delivering riding mower 
and six “Turfmasters.”—No. 275 
MATS—Newspaper mats of 35 
broken space ads and 74 of prod- 
ucts only.—No. 276 


WINDOW DECALS—Three-color, 
7144x111, in. is furnished, one to a 
dealer.—No. 277 


PRODUCT INFORMATION BOOK 
—‘You Are Entitled To Know”, 
26 pages, gives dealer frank prod- 
uct information. One chapter cov- 
ers sales techniques.—No. 278 


THE GILBERT & BENNETT 
MFG, CO. 


ENVELOPE STUFFERS — Two- 
color stuffer, No. 916A, on “Triple- 
Pack” netting pack; two-color 
stuffer, No. 61-14, on Vinyl Clad 
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line. Dealer imprinting available. 
—No. 279 

MATS—Newspaper mats for seven 
small space ads and seven spots for 
use as part of ads. May be used 
in newspapers or in preparing 
handouts or sales bulletins.—No. 
280 


IGLOO CORP. 


CATALOG PAGES — Five sheets 
show ice chests and portable water 
coolers. One other sheet shows 
national advertising support.—No. 
281 

MATS & ELECTROS—Small space 
newspaper mats and electros are 
included with printers’ glossy 
prints of products.—No. 282 
ENVELOPE STUFFERS — Black 
and white 3-34x6 in. on glossy 
stock is printed with illustrations. 
Space for imprinting.—No. 283 
DIRECT-MAIL CARD—Post card 
on yellow stock has photos of cool- 
er and its special features. Space 
for dealer’s name.—No. 284 


IRWIN AUGER BIT CO. 


ENVELOPE STUFFERS — Three 
3144x614 in. single-fold stuffers: 
Irwin E-X-P-A-N-S-I-V-E- Wood 
Bits; Speedbor ‘88’? Wood Bits for 
4 in. Electric Drills and Drill 
Presses; “Adapter” Shank Bits. 
Straight-Line Self-Chaulking Reel 
Box two-color stuffer is same size 
as bit stuffers. ‘An Important Spot 
in Your Community” is a 3x54 
in. leaflet explaining why custom- 
ers should patronize independent 
hardware stores.—No. 285 


MELNOR INDUSTRIES, INC. 


COOPERATIVE ADVERTISING 
—Offers cooperation on newspaper 
ads including Melnor Products.— 
No. 286 

MATS—Ten complete newspaper 
ads and ten spots. Copy will be 
supplied for mats without copy. 
—No. 287 


NATIONAL PAINT, VARNISH 
AND LACQUER ASSOC. 


DEALER MANUAL — “How To 
Sell More Quality Paint,” 32 pages, 
has publicity and advertising in- 
formation. Contains copy for news- 
paper fillers, news releases, radio 
and TV publicity, radio and TV 
commercials. Sells for 25¢.—No. 
288 


PAMPHLETS — How-to booklets 
on 20 subjects offered at nominal 
charge.—No. 289 

MATS—Twelve ads are available 
in three sizes. Nominal charge.— 
No. 290 

TV COMMERCIALS — Two film 
strips are offered at $2.50 each.— 
291 

RADIO COMMERCIALS — Two 
tapes of radio advertising have 
two 30 second commercials on each. 
Reels are $1.25 each.—No. 292 


PROCTOR-SILEX CORP. 


CONTEST — “Holiday From 
Housework” contest will award 
$154,000 in prizes to consumers 
and dealers. National advertising 
campaign will support contest tied 
in with Mary Proctor and Silex 
lines. To win top prizes of 24 trips 
to the Caribbean area, consumer 
must visit store and obtain entry 
blank. Entries are deposited in 
movable pinwheel display. Drawing 
will decide winner. An eight-page 
service booklet containing entry 
blanks and colorful window 
streamers are available,—No. 293 


RED DEVIL TOOLS 


DISPLAY—Red Devil loans ‘Hire 
A Houseboy” display for rental 
polishers and accessories. Twenty- 
page floor-care booklets offered at 
nominal charge to dealer for dis- 
play. Sales training folders, all 
rental contracts and forms are 
supplied with display.—No. 294 
CATALOG SHEET — Two - color, 
printed on both sides shows six 
pads and tells how to use them. 
Reverse side shows waxes and ac- 
cessories. Two-color sheet, printed 
both sides explains features of Red 
Devil polisher.—No. 295 


ROLY-HOUSE DIV. 
MORRISON STEEL PRODUCTS, 
INC, 


COOPERATIVE ADVERTISING 
—Roly-House and Roly-Door ad- 
vertising departments will write 
all copy and handle all media 
scheduling for individual dealers. 
They will also pay 2/3 of dealer 
outlay.—No. 296 

TELEPHONE DIRECTORY AD- 
VERTISING — Company will pay 
total cost of Morrison Roly-Door 
dealer’s yellow page trade mark 

(Continued on page 26) 


HARDWARE WORLD 





Portlanders Hit Peak 
In P & K Conventions 


BY POPULAR ACCLAIM the 
convention of the Associated Pot 
& Kettle Clubs of America held 
in June by the Portland Pot & 
Kettle Club was considered one of 
the finest since the group was 
started in 1924. 


HOTEL GEARHART was named 
S. S. Gearhart and decked with 
flags reminiscent of a ship for 
mythical ‘Caribbean Cruise." 


president was done by ‘Frosty’ 
Bennett of Denver in his snowman 
suit. His wife, Faye, in tropical 
attire added contrast. 


AUGUST 1961 


The convention was held at 
Gearhart Hotel, Gearhart, Oregon, 
on June 25 through 28. Close to 
300 members, their wives and chil- 
dren attended the meet. 

Frosty J. Bennett, Mirro 
Aluminum Company, Denver, was 


THE PILOT, was Joe Dungan, presi- 
dent of the Pot Kettle Clubs and 
his wife. They ‘'steered" all new 
comers to their ''cabins."’ 


b 


cs 


THE GREETERS welcome Bruno and 
Mrs. Kaufner of San Francisco who 
have missed few conventions since 
the Pot & Kettle Club has been 


formed. 


elected president, succeeding Joe 
P. Dungan, manufacturers repre- 
sentative of Portland. Other offi- 
cers elected are: first vice presi- 
dent—Frank Harford, manufactur- 
ers representative, Los Angeles; 
second vice president—Sam Mai- 
zels, manufacturers representative, 
Seattle; secretary—William Cline, 
manufacturers representative, Den- 
ver, and treasurer—William J. Gel- 
der, manufacturers representative 
of Denver. 

The regional vice presidents ap- 
pointed by Bennett are: Arnold 
J. Maizels, Portland; Dick Floyd, 
Los Angeles; Tom Payton, San 
Francisco; Bob Kroll, Seattle; Jim 
Buckley, Spokane; Harvey Owens, 
Denver; Dan Ellis, Phoenix; and 
Miles Power, Tacoma. 

Bennett also appointed Harlan 
V. Meyer as 1962 convention chair- 
man; Charles Dornbush as national 
historian, and Ken Dahm as pub- 
licity director, all from Denver. 

A resolution was accepted by 
the delegates for a reevaluation of 
the purpose and objectives of the 
Pot & Kettle Clubs. A special 
committee was appointed by the 
president to carry out the objec- 
tives of the resolution. The mem- 
bers are: Frank Harford and Dick 
Howard, Los Angeles; Dan Dan- 
zinger and Charles Putnam, San 
Francisco; Ken Dahm and A. B. 
Carpenter, Denver; Sam Maizels 
and Wally Suva, Seattle; Ted 
Ericksen and Hall Simons, Port- 
land; Dan Ellis and Sewall Sample, 
Phoenix; and Bill Horn and Herb 
Becker, Spokane; and Bob Amery 
and Evan Tichmond, Tacoma. 





THE NEW PRESIDENT of the Pot 
& Kettlers is Forrest J. Bennett (cen- 
ter), Mirro Aluminum Co., Denver. 
He is flanked on his left by Frank 
Harford, first vice president, manu- 
facturers representative Los An- 
geles; and on his right by Sam 
Maizels, second V. P., manufac- 
turers representative, Seattle. 


Elected to the post of national 
directors are: Bert Easley, Phoe- 
nix; H. H. Carlson, Tacoma; Clar- 
ence Tubbs, Spokane; Roy J. 
O’Donnell, Denver; Dick Peterson, 
Seattle; George Tupper, Portland; 
James C. Collins, San Francisco; 
and Howard Whitney, Los Angeles. 

Retiring president Dungan of 
Portland made a surprise announce- 
ment that he and his family were 
moving to Tucson, Arizona where 


he will enter the swimming pool 
field. 


THE ROARING 20'S were re-en- 
acted by the entire Seattle Pot & 
Kettle Club group. A few of the 
dazzling Seattle '‘flappers'’ put on a 
campaign for their convention in 
1963. 


FLOUNDERING ON A LIFE RAFT 
were Portlanders Dottie Chichester 
(chairman of the ladies activities 
of the convention), Dan Borich and 
Ted Ericksen all of Portland. 


POLICY BRIEFING is being given 
by Joe P. Dungan (right), retiring 
president of the Associated Pot & 
Kettle Clubs of America to incoming 
president at recent convention at 
Gearhart, Oregon. New head is 
Forrest J. Bennett whose Denver Club 
will hold 1962 meet. 





and trade name advertising.—No. 
297 


SUPPLEX CO. 


MATS—TIllustrated newspaper re- 
lease on new sprinkler cane has 
space for insertion of dealer’s name 
in copy. Two-column by 51, in. 
press release has two-column il- 
lustration of girl using sprinkler 
cane.—No. 298 


TORO MFG. CORP. OF 
MINNEAPOLIS 


SALES KIT—Complete promotion 
is planned for Power Snowhounds. 
A promotional price cut will be 
offered to consumers with full 
profit margin to dealers. No co- 
operation plan is required to re- 
ceive a pre-season ad allowance of 
$7.50 per Snowhound. Pre-season 
allowance must be used by Novem- 
ber 30. Re-order credits may be 
used after that date with in-season 
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Ad Services (Cont. from page 24) 


ad mats. In-store promotion in- 
cludes banners, price-fact tags, 
consumer literature and owner’s 
certificates. Advertising and mer- 
chandising material is described in 
Toro News (seasonal).—No. 299 





Wanna play roulette, Mr. Tenpenny? 


TRUE TEMPER CORP. 


COOPERATIVE ADVERTISING 
—Handled through wholesalers.— 
No. 185 

MATS—-Two complete ads and 21 
spots tie in with True Temper’s 
national advertising campaign.— 
No. 186 

CATALOG SHEETS — Two-color, 
photographs, printed on both sides, 
shows hand drilling hammer. Re- 
verse side shows ad support, mats 


and sales aids for this product.— 
No. 187 


VAL-TEST HARDWARE GROUP 


BROADSIDES — Four-page, four- 
color newspaper size broadside an- 
nounces sale of 60 items.—No. 188 
MERCHANDISE KIT—As tie-in 
with broadside, dealer will be sup- 
plied with 200 banners, pennants, 
price cards and ad mats.—No. 189 
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MERCHANDISING 
AIDS 


SEND FOR HELPFUL ITEMS BY CIRCLING NUMBER ON CARD ON PAGE 32 


DISPLAY DEMONSTRATES lawn 
sprinkler continuously. Plugs _ into 
110-volt outlet. Sprinkler’s wave ac- 
tion showers water from base into 
plastic dome. The 20x17 in. display 
recirculates same water.—H. B. Sher- 
man Mfg. Co. 
For Details Circle 165 on INQUIRY CARD 
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Guetes ¥ Betts 


WALL OR FLOOR DISPLAYS hold 
V-Belts. Floor model of all metal 
welded construction holds 82 belts 
and has slip-together assembly. Wall 
model holds 120 belts in 36 sizes. Can 
be expanded by adding belt boards.— 
Gates Rubber Co. 
For Details Circle 166 on INQUIRY CARD 
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NINETY OR MORE ecards of hard- 
ware in 14x20 in. wall space. Heavy 
wire rack with two-color sign.—Shel- 
by Metal Products Co. 

For Details Circle 167 on INQUIRY CARD 





TWENTY-FOUR ROLLS of fishing 
line are compactly held in this dis- 
play. Two standard assortments or 
your choice.—Wright & McGill 

For Details Circle 168 on INQUIRY CARD 


FIX-IT display holds 12 plastic metal 
items on counter or perforated board. 
—Woodhill Chemical Co. 

For Details Circle 169 on INQUIRY CARD 





TOP THREE ITEMS in manufactur- 
er’s line are displayed on 20x22 in. 
rack, Repair parts kit free with unit. 
Hangs on perforated board or stands 
alone.—Turner Corp. 

For Details Circle 170 on INQUIRY CARD 
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MERCHANDISING AIDS 
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ATTRACT ATTENTION with dis- 
play of Weldwood’s new exterior 
clear spar varnish. Line drawings 
show uses on siding, boats and out- 
door furniture. Base advertises other 
products in line.—United States Ply- 
wood Corp. 

For Details Circle 171 on INQUIRY CARD 





KEEP HANDLES STRAIGHT with 
this floor merchandiser. Replacement 
hickory handles for picks, axes, etc., 
are held off floor with spring action 
grips. Unit is free with assorted 
handle order of 40.—The LaPierre- 
Sawyer Handle Co. 
For Details Circle 172 on INQUIRY CARD 


VERSATILE DISPLAY holds 23 
wall or window thermometers. A 
four-way quick-change rack is used 
on perforated board or counter. Ther- 
mometers hang on 20x27 in. display. 
—Taylor Instrument Companies. 

For Details Circle 176 on INQUIRY CARD 
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REVOLVING FLOOR DISPLAY has 
four shelves. Takes 2 x 2 feet of floor 
space. Holds 192 cans of aerosol paint. 
Each shelf revolves. Display is free 
through bonus goods deal.—Krylon 
Inc. 

For Details Circle 178 on INQUIRY CARD 


ONE SQUARE FOOT holds equiv- 
alent of 72 pints of stain. Wire dis- 
play holds cards containing stain 
drops capsules. Attached to each dis- 
play are finished wood panels show- 
ing stain colors and a supply of leaf- 
lets.—Forest Interior Corp. 

For Details Circle 179 on INQUIRY CARD 


ASSORTED SIZES and types of 
copper tubing are presented in com- 
pact merchandiser. Five lengths are 
displayed in five tiered sections. Unit 
is finished in black and white speckle 
lacquer. Five tiers have five parti- 
tions each for tubing.—Halstead In- 
dustrial Products. 

For Details Circle 180 on INQUIRY CARD 


STORE OPERATIONS 


NORDAMATIC ADDRESSOR uses 
stencil plates made on any office type- 
writer. The compact, electric machine 
makes over 10,000 impressions from 
a stencil at a rate of 3,600 per hour. 
—Nord Photocopy & Electronics Corp. 

For Details Circle 240 on INQUIRY CARD 


PACKAGE your own fasteners or 
small hardware in new “Tutone” plas- 
tic bags. Bag has see-through side 
and a white opaque side which serves 
as background for item. Five sizes 
are available ranging from 2%x3 in. 
to 3%x8 in. It is unconditionally 
guaranteed by manufacturer not to 
become brittle or break. Company 
also stocks labels for bags. Imprint- 
ing is included in price of labels.— 
John L. Emerick Co. 

For Details Circle 242 on INQUIRY CARD 


STOP SHOPLIFTING with the use 
of a new electronic system. Hidden 
items or goods trip alarm as thief 
passes electronic field at exit. Unit 
is so sensitive it can detect stolen 
items through clothing, handbags and 
all types of containers. Auxiliary unit 
points out exact location of loot with- 
out need of a physical search by clerk. 
—General Nucleonics, Inc. 
For Details Circle 243 on INQUIRY CARD 


DUAL PURPOSE price label has 
gummed tab for regular price of 
items and non-adhesive tab for spe- 
cial sale price. Dealer merely rips off 
sale price at end of sale, saving time 
and money usually expended on re- 
labeling.—Avery Label Co. 

For Details Circle 163 on INQUIRY CARD 


DEALER DESIGNED DISPLAYS in 
countless variations can be made from 
these plastic bins. Unbreakable dis- 
plays include rotary and curved mod- 
els, floor stands and mobile trucks and 
wall mounted arrangements.—Dis- 
play Div., Container Development 
Corp. 
For Details Circle 241 on INQUIRY CARD 
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NEW PRODUCTS —Continued From Page 11 





IMPORTED PERFUME in printing 
ink gives light scent to gift wrap 
paper. Four rolls are packed in gold 
foil box. Gold medallions on sides of 
box can be removed to trim packages. 
—Cleo Corp. 

For Details Circle 115 on INQUIRY CARD 


{ i 
Tape-mate | 


STOP SWITCHING back and forth 
from knife to hammer with this pro- 
fessional taping knife. Handle has 
knife at one end, hammer at other. 
High-carbon steel blade comes in 
three sizes.—Red Devil Tools 

For Details Circle 116 on INQUIRY CARD 


WON’T TANGLE, unravel or unwind 
because twine feeds from center of 
pack. Coreless tubes come in skin 
pack. Large or small sizes available 
in jute, sisal or cotton twines.—John 
H. Graham & Co., Inc. 

For Details Circle 117 on INQUIRY CARD 
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GEARED RIVETER with ten-to-one 
gear ratio gives ton-and-a-half grip- 
ping power. Riveting can be done 
from one side. No more space than 
the size of rivet is required.—Mid- 
American Mfg. Co. 

For Details Circle 118 on INQUIRY CARD 


DEHUMIDIFIER REFILLS remain 
active until chemicals entirely dis- 
appear. Product is said to absorb up 
to 13 times its own weight in mois- 
ture. Packed in polyethylene cover- 
ing.—Speco, Inc. 

For Details Circle 119 on INQUIRY CARD 


FAUCET RESEATING TOOL en- 
ables home owner to repair own fau- 
cets. Expanding rubber collar adjusts 
to fit inside faucets and automatically 
aligns cutter to insure a square cut.— 
Melard Mfg. Co. 

For Details Circle 120 on INQUIRY CARD 


FRY WITHOUT GREASE on this 10 
gage fry pan. American-made, it 
measures 104, in. in diameter and 
has double-coating of Dupont Teflon. 
Wooden spatula is included.—Wear- 
Ever Aluminum, Inc. 

For Details Circle 121 on INQUIRY CARD 





SEALS PUNCTURES and _ inflates 
flat tires in just two minutes. Aero- 
sol cylinder sprays sealant through 
tire valve. Eliminates jacking up car 
and changing wheel. Works on all 
types of tire —Repair ’N Air 

For Details Circle 122 on INQUIRY CARD 


REFILL OUTBOARD MOTORS 
while still out on the water. Specially 
designed marine auxiliary gas can 
holds six gallons, three one-half 
pints. Duo-pour cap allows slow or 
rapid pouring.—Eagle Mfg. Co. 

For Details Circle 123 on INQUIRY CARD 
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Use Inquiry Postcard for Further Information About 


NEW PRODUCTS 





PORTABLE propane stove and 
heater. Removable burner heads have 
variable flame control. Snap-on room 
heater is also ideal food warmer. 
Rails available for use on boats.— 
Thompson Distributing Co. 

For Details Circle 124 on INQUIRY CARD 





WALL AND DOOR clothes dryer 
folds flat and locks out of way. Full 
20-ft drying area on 10 plastic lines. 
Campers can nail to tree for use as 
clothes rack or dryer.—Gibson Mfg. 
Co. 

For Details Circle 125 on INQUIRY CARD 





FASTENING TOOL has many uses 
in home and garden. Repairs tennis 
nets, fences, canvas, lawn furniture 
and many other items. Just load 
fastener and squeeze handle.—Re- 
public Fastener Products Corp. 

For Details Circle 126 on INQUIRY CARD 
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COMPACT LEVEL fits any tool. At- 
tach to all power and hand tools for 
correct operating angle. Etched plas- 
tic level works in vertical, horizontal 
or overhead position—Oliver Devel- 
oping Co. 

For Details Circle 127 on INQUIRY CARD 


SELF STARTER utilizes energy 
from engine. Spins smaller gasoline 
engines approximately twice as fast 
as conventional rope or wind-up 
starters. May be attached to remote 
contro! cables.—Tiffany Inc. 

For Details Circle 128 on INQUIRY CARD 


FIBER GLASS picket fence is white 
clear through. Aluminum rivets pre- 
vent discoloration. Fence bends to 
circle shrubs. Three-to-five-ft. sec- 
tions can be joined.—Northern Fiber- 
glass, Inc. 

For Details Circle 129 on INQUIRY CARD 


NEEDLE NOSE spout is available 
with caulking cartridges. Use when 
smaller bead than that of %% in. con- 
ventional spout is required. Tapered 
spout can be cut by user to change 
size.—DAP 

For Details Circle 130 on INQUIRY CARD 


. BES 
WOT 
g 4. NYG tt FX 
WEIGH FISH while still in net. All- 
aluminum frame has built-in scale. 
Accurate zero is obtained by wetting 
net, then adjusting scale. Comes in 
five, 10 or 15 lb. capacities.—Richard- 
Gordon Assoc. 
For Details Circle 131 on INQUIRY CARD 


a 
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A-FRAME SUPPORT for sturdy all- 
purpose use. Makes picnic tables, 
work benches, etc. about 30 in. high. 
Legs and 40 in. cross bars are lad- 
der stock wood. Weight of load locks 
legs.—Howard Mfg. Co. 

For Details Circle 132 on INQUIRY CARD 
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JUST RIGHT for fishing is this un- 
sinkable and rustproof minnow buck- 
et. Plastic constructed pail has air 
chamber with pinhole bubbler to keep 
bait alive. Use outer pail as bailer.— 
Fedco Corp. 

For Details Circle 137 on INQUIRY CARD 


FAUCET SEAL has curved brass 
surface to absorb wear. Manufac- 
turer claims child could install in 
minutes. Replaces all flat washers 
from size 4 in. to % in.—Ever-Wear 
Seal Co. 

For Details Circle 142 on INQUIRY CARD 


CLEANING AND FINISHING 
PADS for home or industry are used 
for metal cleaning, light sanding or 
general cleanup. Re-usable pads 
measure 9', x 64% x % in—Minne- 
sota Mining & Mfg. Co. 

For Details Circle 143 on INQUIRY CARD 
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SAFETY SHOES for ladders vary 
according to size and use of ladder. 
Aluminum extrusions with rubber 
soleat three points give safe, non- 
slip protection.—Bauer Mfg. Co. 


For Details Circle 144 on INQUIRY CARD 


AIR-COOLED four-hp outboard mo- 
tor has suggested retail price under 
$100. Compact 22-lb. reversible motor 
has semi-weedless propeller and au- 
to recoil starting — Cammanco Inc. 


For Details Circle 145 on INQUIRY CARD 


INTERCOM PHONES need no out- 
side power. Intercom was used in 
previous issue with incorrect infor- 
mation. Uses ordinary lamp cord to 
connect phones. Battery operated.— 
Jobet Industries, Inc. 

For Details Circle 146 on INQUIRY CARD 


7m SS Oe OF 
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COMPACT PUMP weighs only 14 
Ibs. including its % hp, 115-volt 
motor. Pump is 9 in. long, delivers 
1140 gph at 40 psi with 1% in. hose. 
Planned for home owners.—Barnes 
Mfg. Co. 

For Details Circle 154 on INQUIRY CARD 


LIGHTWEIGHT COOLER using new 
plastic lining comes in two-, three-, 
five- and 10-gallon sizes. Urethane 
foam insulated. Liner weighs 20 per 
cent less than metal.—Horton Prod- 
ucts, Inc. 

For Details Circle 155 on INQUIRY CARD 


BLUE OR GREY gloves copy those 
worn by Civil War officers. Two sizes 
fit children from three to 10 years. 
Available in assortments or in Union 
or Rebel design. Glove Div., Riegel 
Textile Corp. 

For Details Circle 156 on INQUIRY CARD 
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FREE 


Literature 


SEND FOR THIS HELPFUL DATA BY CIRCLING NUMBER ON FACING CARD 


MARVIC ADVERTISING CORP. 
catalog, 24 pages, photographs, four 
color, lists over 550 ad specialties 
and promotion aids. Photo or illustra- 
tion shows many specialties and gifts 
that can be imprinted. Among the 
novel items are a message card that 
sprouts grass, tire-gage key case, 
bumper signs, savings banks and key 
rings. 

For Details Circle 200 on INQUIRY CARD 


WESTERN ENVELOPE NEWS, 
Vol. 1, No. 2, gives information about 
the latest postal regulations. News 
letter from Western Envelope Corp., 
San Francisco, tells you what you 
can and cannot do in your direct- 
mail ads. Envelope sizes, business 
reply mail and use of “Form 3547” 
is covered. 

For Details Circle 201 on INQUIRY CARD 


MAZE STORMGUARD catalog, 12 
pages illustrated, two-color, presents 
W. H. Maze Co. argument for two 
metal zine nails versus aluminum. 
Many illustrations and photographs 
are presented to prove that two metal 
zinc nails are long-wearing, rust- 
proof and economical. 

For Details Circle 202 on INQUIRY CARD 


PLASTI-KOTE CATALOG, full col- 
or, illustrated, has been published by 
aerosol paint manufacturer, Plasti- 
Kote, Inc. In addition to product in- 
formation, the catalog lists details 
on color selection, assortments and 
merchandising displays. 

For Details Circle 203 on INQUIRY CARD 


“BUMPER BALL” instruction 
sheet, four pages, line drawings, de- 
scribes playing rules of new game 
developed by the Ohio Wire Products 
Co., Inc. New game combines elements 
of croquet, soccer and marbles. 

For Details Circle 204 on INQUIRY CARD 


TAYLOR, SMITH AND TAYLOR 
CO.’S catalog, full color, 12 pages 
contains the 1961 TS&T dinnerware 
line. Publication includes a general 


32 


statement on company’s cooperative 
advertising program. 
For Details Circle 205 on INQUIRY CARD 


“TODAY’S ORNAMENTAL MET- 
AL,” 32 pages, two-color, 8%x11 in., 
photos and illustrations, lists products 
by Tennessee Fabricating Co. All 
prices listed are retail delivered for 
anywhere in U. S. A. Booklet is part 
of mail-order program found success- 
ful in test stores. Dealer carries sam- 
ple inventory and has merchandise 
shipped direct to customer’s home. 

For Details Circle 206 on INQUIRY CARD 


“PROFITABLE MANAGEMENT 
FOR MAIN STREET,” 48 pages, two- 
color, photography, uses fictional 
characters to demonstrate good and 
bad business practices. Dun & Brad- 
street is the publisher. Short case 
histories of mythical Main Street 
stores cover such businesses as hard- 
ware, appliance and variety stores. 

For Details Circle 207 on INQUIRY CARD 








HOW TO FIND THE RIGHT V- 
BELT is one of the items covered 
in this 92-page guide. From Gates 
Rubber Co., LD-333 V-Belt Guide 
contains information and charts for 
all popular equipment and appliances. 
For Details Circle 209 on INQUIRY CARD 


“WHICH IS BEST FOR YOU,” 12 
pages, was issued by the Automatic 
Transportation Co., Div. of Yale and 
Towne Co. Booklet explains com- 
pany’s lift truck leasing program. 

For Details Circle 208 on INQUIRY CARD 


STALEY PAINTS CATALOG, 
No. 23, two-color, illustrated with 
photos and line drawings, 48 pages, 
is published by the Staley Paint Man- 
ufacturing Co. Gives complete prod- 
uct information plus many tips to ob- 
tain good painting results. Seven 
pages of charts list architectural and 
federal paint specifications. 

For Details Circle 210 on INQUIRY CARD 


“THE WONDERFUL WORLD OF 
MARKEL PORTABLE ELECTRIC 
HEETAIRES,” full-color, four-page 
1961 catalog features lines of the 
Markel Electric Products, Inc. and 
LaSalle Products, Inc. Catalog intro- 
duces new “Instant Heetaire” with 
radiant and forced air heat. 

For Details Circle 211 on INQUIRY CARD 


SWIFT & CO. LAWN CARE 
GUIDE, 30 pages, is published by the 
manufacturers of Golden Vigoro. 
Booklet is intended for the average 
homeowner who would like a respect- 
able lawn but does not want to de- 
vote the large amounts of time and 
money spent by lawn hobbyists. 

For Details Circle 212 on INQUIRY CARD 


NURSERYMEN’S EXCHANGE 
CATALOG, 32 pages, full color, 
photographs, lists the company’s 
bulbs, plants and garden accessories. 
This attractive book has numerous 
photos, many in color, of almost every 
item. 

For Details Circle 213 on INQUIRY CARD 


THE DEVILBISS CO. catalog lists 
medium production pump for single 
gun operation, the heavy duty pump 
for multiple gun operation, spray 
guns and many types of accessories. 

For Details Circle 214 on INQUIRY CARD 
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National’s your better buy 
for quality in product and package 


Experience has proved that packaging read sizes and names of the fasteners. 
pre-sells th 2 product inside. With that The packaging a quality product deserves 
idea in mind, National gives you: — because, most important, the fasteners 
Brighter boxes—trim, colorful cartons themselves live up to the looks of the box 
with the glossy finish that resists smudg- ... with quality that protects your repu- 
ing, stays clean longer, dresses up tation for selling dependable products. 
fastener shelves, and keeps fastener 
departments looking spic and span ‘Eieee 900 seine eames wey mtinsees 4 

: of our customers standardize on the 
Color-coded labels—to instantly identify National line, and why they all agree: 
the kind of fasteners wanted. “National’s Your Better Buy.” 

CHESTER HODELL 
Large-type lettering—to make it easy to Ask Your Distributor ... He Knows HOISTS CHAINS 
CALIFORNIA DIVISION « THE NATIONAL SCREW & MFG. CO. 
3423 SOUTH GARFIELD AVENUE © LOS ANGELES 22, CALIFORNIA 
Sales Offices: 1 Drumm Street, San Francisco 11, California, and 2035 S. W. 58th Avenue, Portland 1, Oregon 
For Details Circle 10 on INQUIRY CARD 
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FREE LITERATURE 


REMINGTON SPORTING ARMS 
catalog, 16 pages, illustrated, lists 
small firearms manufactured by Rem- 
ington Arms Co. Catalog shows photo 
of each rifle and gives price. Avail- 
able in quantity to dealers. 

For Details Circle 215 on INQUIRY CARD 


SPRAYIT PAINT SPRAYER 
GUIDE, multi-color, photographs, is 
distributed by Thomas Industries Inc. 
Chart can be hung on wall or tacked 
on paint department shelves. Shows 
each spray outfit and lists specifica- 
tions, uses and proper material to use. 

For Details Circle 216 on INQUIRY CARD 


“DISCOVER THE BEAUTY OF 
KRESTLINE,” illustrated, four pages 
plus price list, two-color catalog by 
Speco Products. Describes and illus- 
trates matched kitchenware in four 
colors with copper or chrome accents. 

For Details Circle 217 on INQUIRY CARD 


“FASCO VENTILATORS,” 12 
page, four-color catalog by Fasco In- 
dustries. Color-keyed diagrams illus- 
trate wiring and ducting for bath and 
kitchen ventilators. Catalog lists ven- 
tilators, room displays and ventilator 
accessories. 

For Details Circle 218 on INQUIRY CARD 


SEYMOUR OF SYCAMORE, INC. 
catalog, four-color, ten-page, illus- 
trated, describes the firm’s “profit- 
line of the 60’s” spray pack paint 
products. Two pages illustrate and de- 
scribe merchandising racks. 

For Details Circle 219 on INQUIRY CARD 


DUPONT BRUSH MANUFAC- 
TURERS directory, lists 128 different 
types of brushes and their manufac- 
turers. Book is published by E. I. du 
Pont de Nemours & Co. Brushes listed 
range from those used for airplane 
washing to golf-shoe cleat cleaning. 

For Details Circle 220 on INQUIRY CARD 


FREE SAMPLE self-sticking num- 
bers and letters will be sent to those 
requesting the W. H. Brady Co. bul- 
letin. The eight-page, four-color, il- 
lustrated catalog lists over 560 dif- 
ferent stock numbers and letters. II- 
lustrations show their uses as pack- 
age and equipment identification, 
aisle and department markers, etc. 

For Details Circle 221 on INQUIRY CARD 


“COMPLETE CONTROL WITH 
TWO-WAY RADIO,” ECR-793, is a 
new bulletin on how mobile communi- 
cations help any business where ve- 
hicles are used for sales, etc. It was 
prepared by the General Electric Com- 
munications Products Department. 

For Details Circle 227 on INQUIRY CARD 
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BOOKS—For Sale and Resale 


“HOW TO LAY CERAMIC TILE,” 
32 pages, 54 illustrations, two-color 
cover, by Donald R. Brann, Direc- 
tions Simplified, Inc., Div. Easi-Bild 
Pattern Co., Inc. Price, $.50. 

This is a new issue in a series of 
booklets for do-it-yourselfers. Clear 
instructions are accompanied by pho- 
tos and line drawings so that the 
novice can start a home improvement 
project with confidence. 

For Details Circle 250 on INQUIRY CARD 


“CHECK SMART,” 50 pages, with 
line drawings, by L. V. Longhway, 
Business Protective Association. 
Price, $1.00. 

Cartoon style is used to illustrate 
how to write, handle and cash checks 
safely. Hardware dealers will find 
startling and informative the meth- 
ods used by dishonest persons to 
change names and values on checks. 
Twelve pages describe ways to avoid 
accepting fraudulent checks. 

For Details Circle 251 on INQUIRY CARD 


“GLOSSARY OF PACKAGING 
TERMS,” 172 pages, loose-leaf, 
seven-hole punched, published by 
Packaging Institute, Inc. Price, $3.50. 

It gives standard terminology for 
use by government and industry. A 
joint project of the armed services 
and private industry, the book lists 
specialized meaning in packaging, 
disregarding in some instances ordi- 
nary usage. 

For Details Circle 252 on INQUIRY CARD 


“35 WAYS TO REDUCE YOUR 
SHIPPING COSTS,”’ 14 pages, 
pocket-size by Raynard F. Bohman, 
Jr., of Bohman Institute For Busi- 
ness Research, Inc. Price, $1. 

These tips are used by traffic man- 
agers and can be of great help to the 
small-lot shipper. The author is a na- 
tionally known transportation cost 
control specialist. 

For Details Circle 253 on INQUIRY CARD 





"Mr. Heut, did you know some of the parts 
are missing on this one—No Gas Tank." 


“THE NEW GUNS ANNUAL,” 
fully illustrated, 128 pages, cloth- 
bound, Arco Publishing Co., by Burr 
Lewson. Price, $2.50. 

All makes, models, prices, manu- 
facturers, and importers are listed 
along with the relative merits of each 
gun. Every category of firearms is 
listed and tips cover shooting from 
skeet to big game. 

For Details Circle 254 on INQUIRY CARD 


“ADVERTISING DIRECTIONS,”’ 
250 pages, 8%x1l1 in., over 600 il- 
lustrations, published by Art Direc- 
tion. $11.50 Twenty-eight authorities 
in advertising write on their special- 
ty in the field. Of interest to hard- 
ware dealers are the articles: “Ap- 
pliances. From Addy to Newsy to 
Creative,” “Retail Advertising: A 
Trend Is Needed,” “Trends In Direct 
Mail,” and “In Point-of-Purchase De- 
sign Sells, or Else.” 
For Details Circle 255 on INQUIRY CARD 


FILMS 


GARDEN TOOLS FILM in 16mm 
sound and color is loaned free by The 
Wood Shovel & Tool Co. The 20 
minute film shows the manufacture 
of farm and garden hand tools. If re- 
quested and it is appropriate, Wood 
will furnish free door-prize. 

For Details Circle 260 on INQUIRY CARD 


“FOOD ... IT’S WONDERFUL” 
is the 16 mm sound film offered by the 
Aluminum Wares Association. The 14- 
minute color film combines live and 
animated action to demonstrate vari- 
ous advantages and features of stand- 
ard aluminum cooking utensils. 

For Details Circle 261 on INQUIRY CARD 


“FISHING IN OLD VIRGINIA,” 
15-minute, sound, color, fishing film 
available from Fred Arbogast Co., 
Inc. Film shows two experienced fish- 
ermen fishing for large fighting bass 
found in Grey’s Creek near James- 
town, Va. 

For Details Circle 262 on INQUIRY CARD 


SPONGE — TREASURE FROM 
THE SEA, a 16mm sound and color 
picture, is produced and loaned by 
the Bureau of Commercial Fisheries, 
Fish and Wildlife Service, Dept. of 
Interior, P. 0. Box 128, College Park, 
Md. It can be borrowed from this 
agency at no cost. The film tells of 
the natural sponge industry centered 
at Tarpon Springs, Florida. 





TIRED OF WRITING LETTERS? 
CAN YOU DRAW A CIRCLE? 


Then it is easy ... tear out the in- 
quiry card in this issue and circle the 
numbers regarding items in which 
you are interested. Drop it in the 
mail box. 
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N EWS FOR WESTERNERS 


Medford Dealer Elected President of nual industry banquet was held at which time 


National Retail Hardware Association Manno was installed. The meet closed with the 


third session on July 13. 
Anthony (Tony) R. Manno, owner of Acme 


Hardware at 245 South Central Ave, Medford, Allied Western Moves to New 
Ore. was elected president of the National Re- San Francisco Headquarters 


il H Associati t their annual con- . 
an Harewnee pith pang — ee Allied Western Distributors moved their head- 


vention in Denver on July 13. ; 
Th . held July 9-13 he D quarters to 475 Brannan St., San Francisco on 
® CORVERION Was ARNG July U-1S at the. Len- July 1. They started in the late ’40s to become 


ver Hilton Hotel. About 1000 persons attended a specialty wholesaler of gadgets. They grew 
including dealers and their families. so rapidly that in 1956 they moved to 555 

Manno succeeds Rubert B. Watson of Atmore, Howard St. It was thought at that time another 
Ala. and served as vice president last year. Man- move would not be necessitated at least for 10 


no was president of the North Coast Retail years. Unanticipated increase in both volume 


Hardware Association in 1953. and inventories made it necessary to find larger 
Manno started his hardware store in Medford space. 


in 1945 after 10 years with Lorenz Co., a former The new premises is a one-floor operation. 
wholesale firm of Klamath Falls, Ore. It was only There is more than 30,000 square feet of ware- 
two years later that success forced him to en- housing and office space to expedite their ship- 
large. He moved into a building twice as large ping and warehousing. 
as the original premises. Eleven years later he The company has sales representatives cov- 
moved to his own building, 50 by 114 ft. Al- ering the entire 13 Western States. The Pa- 
though he moved his fixtures, they were brought cific Southwest territory has grown from seven 
up to date so that he has a very modern store. salesmen to ten in recent months. Although 
The first business session was held on July gadgets are still in first place, the firm has 
11, opened by president Watson. The second ses- expanded very greatly their lines of plastic 
sion was held on July 12. That evening the an- housewares. 


PACE SALES ENTERTAIN DEALERS AT ANNUAL SHOW 


iR COMPANY. INC 
OSTOR OFvISOF 


Pace Sales Company held their annual hardware exhibit in June new lock package is shown to a few customers (in photo at left). 
for 500 persons including hardware dealers and their families. Frank Pace, owner of Pace Sales (at right in center photo) shows 
The show was held in a new, vacant warehouse next to the whole- new drill to several dealers. Dealers study plastic cover (at right). 
sale hardware firm's regular warehouse in Sunnyvale, Calif. A 
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Scott-Bunker Adds Partner 


R. Stanley 
Bunker 


Scott-Bunker Co., Denver, Colo., 
manufacturers representative firm 
has announced a change in name 
with the addition of a third part- 
ner William Francis (Red) Hen- 
drickson has become a member of 
the firm and the new name of the 
company is Scott-Bunker-Hen- 
drickson Co. 


The company now has three of- 


William F. 


Hendrickson 


fices covering the seven Mountain 
states. R. Stanley Bunker handles 
Utah, Idaho and western Montana. 
He headquarters in Salt Lake City, 
Utah. Jack R. Scott works out of 
Denver and covers Colorado, Wy- 
oming and eastern Montana. The 
new partner, Hendrickson, operates 
out of Phoenix, Ariz., and covers 
Arizona, New Mexico and west 
Texas. 





FULLER 


x 
y 


PROFIT 
LINE 


+101 QUICK-SERVICE 
BASIC TOOL DISPLAY 


One of the fabulous 
Turnover Twins!* 


Contains Forged Wood 
Chisels @ Linemens 
Long Nose Diagonal 
Cutting Pliers @ Files ¢ 
Utility Knife © Tack 
Puller © Screwdriver 
Set @© Chrome Alloy 
Adjustable Wrenches. 
Top Quality Tools, 
Unconditionally 
Guaranteed. 


ORDER TODAY! 
* With #100 Screwdriver Asst. 











deere | TOOL €O., INC. 
i 152-35 Tenth Ave., Whitestone 57, N. Y. 


Master Too! Makers and Merchandisers 


For Details Circle 11 on INQUIRY CARD 
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Modern Woodcrafters Appoint 
Two Northwest Distributors 


John D. Trullinger, president of 
Modern Woodcrafters, Inc., Port- 
land, announced recently the ap- 
pointment of two exclusive distrib- 
utors in Washington. Northwest 
Builders Hardware, Inc., Seattle, 
and Washington Hardware Co., 
Tacoma, will handle the Kitchen 
King Kabinet line for Modern 
Woodcrafters. 

Tullinger also announced the ap- 
pointment of Sid Woodbury as fac- 
tory sales representative. He will 
headquarter in the Portland divi- 
sion offices and cover the territory 
from Longview, Wash., south 
through Oregon to the California 
border. Woodbury is the grandson 
of the founder of Woodbury & Co., 
distributors. 

Modern Woodcrafters, Inc., has 
manufacturing plant in Kennewick, 
Wash. The firm’s administrative 
offices are located in Portland. 


New Sales 
Manager for 
Pennsylvania 
Mower Division 


David H. 


Comftois 


David H. Comtois has been ap- 
pointed sales manager of Penn- 
sylvania Power Mower Division of 
American Chain & Cable Co., Inc. 

Comtois has been a regional sales 
manager for the power mower di- 
vision. He joined the company in 
1956. 


Biemuller Joins Wells Mfg. 


E. H. Biemuller, Jr., has been 
appointed sales manager for the 
Wellsaw 400 Power Hand Saw Di- 
vision of Wells Mfg. Corp., Three 
Rivers, Mich. Biemuller had been 
associated with Disston Division, 
H. K. Porter Co., Inc. for 22 years 
as industrial sales manager and 
national accounts supervisor. 


Executive Post to Lapine 


Appointment of David S. Lapine 
as vice president-sales was an- 
nounced by The Hamilton-Skotch 
Corp., New York. He will retain 
his position as vice president of 
the company’s subsidiary, Hamp- 
den Specialty Products Corp. 


HARDWARE WORLD 
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National Hardware Show 
Forecasts Business Increase 

The 16th annual National Hard- 
ware Show will be held Oct. 2-6 
at McCormick Place, Chicago. 
More than 1000 manufacturers will 
be on hand to present their new 
products to some 45,000 expected 
buyers. 

The consensus of a recent sam- 
pling of wholesale and retail buy- 
ers by Frank M. Yeager, managing 
director of the National Hardware 
Show, forecasts a sharp increase 
in business development. Hard- 
ware-housewares, lawn-garden and 
allied lines should explode in a 
barrage of profits during 1962, 
Yeager foresees. 

“Those interviewed gave a vari- 
ety of reasons for optimism,” Yea- 
ger said. “The increase in new 
housing starts, the normal in- 
crease in home modernization, the 
continuing upward spiral in leis- 
ure and do-it-yourself projects, 
revolutionary new products are 
some of the reasons,” he continued. 

Those who plan to attend the 
show are urged to pre-register to 
save time by having their creden- 
tials mailed to them in advance. 
For information, write National 
Hardware Show, 331 Madison 
Ave., New York 17, N.Y. There 
is no registration fee. 


Seven Firms Sponsor 
3rd Housewares Festival 


Western hardware dealers will 
have an opportunity to join with 
seven housewares manufacturers 
for the Third Annual Housewares 
Festival Promotion scheduled to 
start Oct. 1. 

The trade-wide sales campaign 
will be coordinated by the Nation- 
al Retail Hardware Association. 
Complete merchandising kits will 
be available to hardware dealers. 
Included in the kits are promotion 
and advertising materials as well 
as merchandising aids. 

The participating housewares 
manufacturers are American Ther- 
mos Products Co.; O. Ames Co.; 
J. R. Clark Co.; Corning Glass 
Works; Ekco Products Co.; Rub- 
bermaid Inc.; and Wear-Ever Alu- 
minum, Inc. 
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SCHEDULE OF CONVENTIONS AND SHOWS 


August 20-23 


August 27-29 


August 27-30 


Sept. 9-10 


Sept. 17-18 


Sept. 17-19 


Sept. 


Oct. 2-6 


SEATTLE GIFT SHOW, New National Guard Armory, 
Olympic and New Washington Hotels and Terminal Sales 
Bldg., Seattle (Kay Leber, Western Exhibitors, Inc., 1355 
Market St., San Francisco). 


SPOKANE GIFT SHOW, Davenport Hotel, Spokane (Kay 
Leber, Western Exhibitors, Inc., 1355 Market St., San 
Francisco). 


34th DENVER GIFT & JEWELRY SHOW, Albany Hotel, 
Denver, Colo. (Reed H. Hixson, Trade Shows, Ltd., 3510 
Council St., Los Angeles.) 


WYOMING HARDWARE’S THIRD FALL DEALER 
SHOW, Casper, Wyoming. (Paul J. Manly, Wyoming 
Hardware Co., 628 W. Yellowstone, Casper, Wyo.) 


FALL HOUSEWARES PREVIEW SHOW, Merchandise 
Mart, San Francisco, Calif. (J. B. Sherr Co., 685 Seventh 
St., San Francisco.) 


BANNER DISTRIBUTING CO., 15th & Blake Streets, 
Denver 2, Colo. (J. F. Anderson, Banner Distributing Co., 
15th & Blake Streets, Denver 2, Colo.) 


PHOENIX GIFT & JEWELRY SHOW, Hotel Westward 
Ho, Phoenix, Ariz. (Trade Shows Ltd., 3510 Council St., 
Los Angeles, Calif.) 


NATIONAL HARDWARE SHOW, McCormick Place, Chi- 
cago, Ill. (Frank Yeager, 331 Madison Ave., New York, 
eked 

1961 CONVENTION of ASAHC & NBHA, Fontainbleau 
Hotel, Miami Beach, Fla. (Sponsored jointly by Ameri- 
ean Society of Architectural Hardware Consultants and 
National Builders’ Hardware Association. Francis X. Far- 
rey, 7225 N. W. 7th Ave., Miami Beach, Fla. NBHA; 
Henry Stephen Harvey, 235 S. County Road Bldg., Palm 
Beach, Fla., ASAHC.) 


NATIONAL WHOLESALE HARDWARE ASSOCIA- 
TION CONVENTION, Dennis & Shelburne Hotels, At- 
lantic City, N. J. (Thomas A. Fernley, 1900 Arch St., 
Philadelphia, Pa.) 


AMERICAN HARDWARE MANUFACTURERS ASSO- 
CIATION CONVENTION, Dennis & Shelburne Hotels, 
Atlantic City, N. J. (Arthur L. Flaubel, 342 Madison 
Ave., New York, N. Y.) 


11th ANNUAL PACIFIC NORTHWEST GARDEN SUP- 
PLY SHOW, New Memorial Coliseum, Portland, Ore. 
(Russ Hays, Oregon Feed and Seed Dealers Assoc., Lewis 
Bldg., Portland, Ore.) 


74th MEETING OF THE NATIONAL PAINT, VARNISH 
AND LACQUER ASSOCIATION, The Shoreham and 
Sheraton-Park Hotels, Washington, D. C. (Joseph F. Bat- 
tley, National Paint, Varnish and Lacquer Assoc., 1500 
Rhode Island Ave. N. W., Washington 5, D. C.) 


MONTANA HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Rainbow Hotel, Great Falls, 
Mont. (N. Blevin, P. O. Box 1152, Helena, Mont.) 


8th ANNUAL NATIONAL RETAIL LUMBER DEALERS 
EXPOSITION, McCormick Place, Chicago, Ill. (Roy L. 
Hutchinson, National Retail Lumber Dealers Assoc., Suite 
302, The Ring Bldg., 18th and M Streets N. W., Washing- 
ton, D. C.) 


14th ANNUAL CONVENTION AND TRADE SHOW, RE- 
TAIL PAINT AND WALLPAPER DISTRIBUTORS OF 
AMERICA, INC., Cobo Hall, Detroit, Mich. (William R. 
Sector, Retail Paint and Wallpaper Distributors of Amer- 
ica, Inc., 8131 Delmar Blvd., St. Louis, Mo.) 


For additional information about the conventions and shows listed above 
and others not listed in this issue, write to HARDWARE WORLD Service 


Bureau. 














NEWS 








New Sales 
Manager for 
Dor-File Mfg. 


Fred D. 
Berkeley 


Fred D. Berkeley has been ap- 
pointed sales manager of Dor-File 
Mfg. Co., Portland. The firm man- 
ufactures aluminum housewares 
and builders’ hardware for the 
trade. 

Berkeley was formerly marketing 
director of Sawyer’s, Inc., and prior 
to that was general manager of 
Tru-Vue Co., both of Portland. 


Branch for Farmers Hardware 

Paso Robles, Calif., has been se- 
lected for the site of a branch of 
Farmers Hardware & Implement 
Co., of Santa Maria, Calif. The 
new store will be located at 1020 
Park St. 


Westerner Joins Snyder 


Lester Jacovitz, former national 
sales manager of Household Mfg. 
Co., Los Angeles, has been named 
sales manager for the new House- 
wares Div. of Snyder Mfg. Co. 
Jacovitz will establish a complete 
new division with a national sales 
representative organization. 


Kramer Elected Graham VP 


Robert P. Kramer has_ been 
elected vice president of John H. 
Graham & Co., Inc., New York. 
Kramer joined the company in 1952 
as advertising and sales promotion 
manager. In 1958 he was appointed 
general sales manager. 





Wc. 
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Boy, is this guy ingenious. We elect him pres- 
ident of the Neighborhood League and this is 
where he holds the meetings 
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Joins Littrell 
Western Sales 
in So. Calif. 


Crapo 
Johnson 


Crapo Johnson has been ap- 
pointed field representative and 
sales promotion manager for Lit- 
trell Western Sales, Inc. He han- 
dies the Southern California area 
for the manufacturers representa- 
tive firm. 

Johnson was formerly one of the 
owners and sales manager for 
Westwares Distributors in Pasa- 
dena, Calif. 

Littrell Western Sales has six 
men covering California, Arizona 
and Nevada. The firm maintains 
warehouses and offices in both Los 
Angeles and San Francisco. 


Strevell-Paterson Wins 
"KAdy™ Plaque 

Strevell-Paterson Hardware Co., 
Salt Lake City, has been awarded 
a special “KAdy” plaque for 
achievement in sales of KitchenAid 
home dishwashers in 1960. 

The wholesale firm ranked sixth 
nationally with a record of 106 per 
cent of quota in KitchenAid port- 
able dishwashers. It was announc- 
ed by Harold E. Martin, sales man- 
ager for the KitchenAid Home 
Dishwasher Div. of The Hobart 
Mfg. Co., Troy, O. 


J & H Sales Named by Cleo 


J & H Sales Co., Los Angeles, 
has been appointed by Cleo Corp., 
Memphis, Tenn., as sales repre- 
sentative for five Western States. 
Bob Mead is manager of the J & 
H housewares division. He joined 
the firm recently. He will handle 
the gift wrap and related items 
manufactured by Cleo. 





NEW BUILDING will have second floor parking and ''penthouse’’ offices. 


American Factors Plan Expansion 


A third warehouse in the Kak- 
aako area of Honolulu, Hawaii, is 
planned for American Factor, Ltd., 
Honolulu. The structure will be lo- 
cated in Atkinson Park which will 
be known as “Amfac Park.” 

American Factors has a steel 
warehouse and a Liberty House 
warehouse in the same area. The 
new facility will house home plan- 
ning department, finishing materi- 
als, plumbing and steel products, 


machinery and electrical supplies. 
The ground floor area will cover 
33,000 square feet. The second floor 
will be used for parking 100 auto- 
mobiles. 

A third floor will provide for 
business offices. Approximately 
17,000 square feet will be available. 

Included in the new building will 
be display rooms for architects, 
decorators and contractors. Con- 
struction will begin in September. 
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Denver Gift Show Opening 
Earlier This Year 


The 34th Denver Gift & Jewelry 
Show opens three weeks earlier 
this year. The show will be heid 
at the Albany Hotel in Denver on 
Aug. 27-30. 

Trade Shows Ltd., Los Angeles, 
sponsor of the event, rescheduled 
the show after a survey of buyers 
revealed the desire for an earlier 
show date. 

The show is timed for the Fall- 
Christmas buying plans of stores 
in the Inter-Mountain area. The 
early date also assures stores of 
delivery of merchandise tuo meet 
their plans. 


Fishing Tackle Show In Aug. 


The fourth annual Associated 
Fishing Tackle Manufacturers 
tackle trade show opens in Chicago 
Aug. 20-23. Nearly 4000 manufac- 
turers, jobbers and buyers are ex- 
pected to be on hand at the Sher- 
man Hotel, site of the national 
show. 

Jerry M. Buening, show commit- 
tee chairman, stated that 132 
makers of fishing tackle and allied 
products have 205 exhibit booths 
ready for the exposition. 

Speaker for the breakfast is 
Thomas R. Reeves, McKinsey & Co., 
Chicago. His talk will be on the 
profit and outlook for the fishing 
tackle industry. 


BUDROW GETS FIVE-YEAR AWARD 


A FIVE-YEAR RECOGNITION PLAQUE was 
recently awarded to Budrow and Co., hard- 
ware wholesalers in Los Angeles by Rust- 
Oleum. The award was given to Robert G. 
Budrow, president Budrow and Co. (at left) 
by Carl W. Adams, representative in Cali- 
fornia for Rust-Oleum. The award was given 
to the wholesale firm for five years of con- 
secutive selling of the manufacturer's product. 
|# was around June 1956 that the firm offered 
their products to the consumer field as well 
as to the industrial field. 


For Details Circle 12 on INQUIRY CARD——> 


Free. 


Self-service 
Display 
Merchandisers 
from 


CAMPBELL 
CHAIN 

help you 
earn 

over 


100% 
MARK-UP! 


e Merchandisers cost you nothing 
when you buy a chain assortment 

e More sales through display—and 
every sale earns you more than 
100% mark-up 

e Complete chain department 
with either unit—in approxi- 
mately one square foot of space 

e Variety of assortments available. 


New display has these features: 

Load from front 

Handy bins for accessory items 

New chain cutter attached 

Handy chain-end holders 

Tilted to provide better display 

Suggested retail price sticker supplied 
Interchangeable welded and weldless reels 
Stand and cutter for light chain are supplied free 
with the purchase of various assortments. 


GET COMPLETE INFORMATION FROM YOUR 
CAMPBELL WHOLESALER, OR WRITE DIRECT 
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Dexter Names Two Westerners 


Jack Ron 
Whiteside Strandin 


John St. John, general sales 
manager of Dexter Lock Division, 
Dexter Industries, Inc., announced 
the appointments of Jack White- 
side and Ron Strandin as Western 
representatives. 

Whiteside will cover Southern 
California, Arizona and Southern 
Nevada. He was formerly a buyer 
for California Hardware Co. in 
Los Angeles and also a manufac- 
turer’s representative. 

Strandin will represent Dexter 
in Idaho, Oregon and Washington. 
He has been traveling this area 
as a hardware representative for 
some time. 


ASAHC & NBHA Convention set 
for Miami Beach Oct. 15 


The American Society of Arch- 
itectural Hardware Consultants 
and the National Builders’ Hard- 
ware Association will hold their 
joint national convention in Miami 
Beach, Fla., Oct. 15-18, 1961. 

Headquarters for the convention 
will te the Fontainebleau hotel. 
Henry Stephen Harvey, AHC, 
Palm Beach, is convention chair- 
man for the Society. Francis X. 
Farrey, Miami is general chairman 
for NBHA. 

A popular sidelight to the annual 
conventions has been the annual 
golf tournament. This year’s golf- 
ing will be held at La Gorce Coun- 
try Club, Miami on Oct. 19. 

Reservations can be made by 
writing Executive Committee, Na- 
tional Builders’ Hardware Associa- 
tion, 515 Madison Ave., New York 
22; N.Y. 

The association also has arrang- 
ed for two post-convention tours 
for those interested. One tour is 
to the Bahamas and the other to 
Jamaica, Haiti and Puerto Rico. 
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Three "No Sale" Exhibits 
at Dallas Gift Show 


TJA Allied Jewelry & Gift Show 
brings the Watchmakers of Switz- 
erland exhibit and the Gemologi- 
cal Institute of America exhibit to 
the Dallas Market for the first 
time. Over 300 lines will be exhib- 
ited in the Downtown Dallas Jew- 
elry & Gift Center at the Adolphus 
and Baker Hotels, Sept. 3-7. 

In addition to the Watchmakers 
of Switzerland and The Gemologi- 
cal Institute of America, National 
Bridal Service will be at the show. 


Small Business Administration 
Licenses Western Firms 

The Small Business Administra- 
tion announced the licensing of the 
following investment companies in 
the West. SBA regulates and li- 
censes privately-owned investment 
companies to supply equity financ- 
ing and long-term loans to small 
firms. 

Capital for Technical Industries, 
Inc., 1281 Westwood Blvd., has 
been organized in Los Angeles. 

Western Business Assistance 
Corp. has been licensed by SBA. 
The new firm is located at 867 Mar- 
ket St., San Francisco. 





How to Court Customers (Continued from page 21) 


of “Growing With Santa Monica.” 

The next, personal publicity for 
the owner, announced his election 
as vice president of the local Cham- 
ber of Commerce and chairman of 
its Retail Division. Mention of the 
new store was made at this time. 

Third, a posed publicity photo- 
graph ran three columns with a 
short caption. It shows three per- 
sonable young women peering 
through the store’s almost finished 
facade, ‘waiting for the front doors 
to open.” It gives a light touch, 
suggests to the reader, “It will be 
fun to shop here.” 

A second humorous direct mailer 
went to the mailing list. 

Pre-opening “Press Night Par- 
ty’: Invitations will be sent to the 
press, also service and civic club 
leaders. This resulting write-up 
will emphasize the impression that 
the firm’s well-known friends con- 
sider the store opening an import- 
ant event. 

Opening day minus one: The 
paid publicity blitz will start. 
Noonan will schedule full page ads. 
Members of the Pacific Southwest 
Hardware Association will add 


their cooperative newspaper “‘con- — 


gratulations.” (He is this organi- 
zation’s immediate past president.) 
Local suppliers and well-wishers 
will join. Local radio spot com- 
mercials will invite the public to 
the opening. 


100% Publication Results 


An analysis of the blueprint 
above makes it crystal clear why 
Noonan’s publicity efforts succeed. 

They succeed because he sits 


down ahead of time, decides what 
is news, and if there isn’t any, he 
makes some. Example: All but one, 
the personal civic appointment, 
describe news events planned ahead 
and produced by Noonan himself. 

And they all make the kind of 
legitimate, newsworthy material 
that editors may use. 

To make them that way, Noonan 
keeps his copy brief—usually one 
double-spaced typewritten page— 
and sticks to the facts that will 
interest the reader. He avoids edi- 
torial comment, personal opinions 
and conclusions. 

He considers an eye-stopping 
photograph as important as his 
copy, composes it to reduce to one 
column, if necessary. (A one-col- 
umn picture has twice the chance 
of being used as a two-column pic- 
ture.) 

Most of Noonan’s releases run 
“At Will.” The editor then has 
leeway to print them when the 
regular news load lightens. This 
gives still more prominence to their 
news value. 


Continued Contact 


As the new store swings into 
operation this summer, Noonan 
will keep using big-store publicity 
and advertising tactics. He sees 
plenty of future opportunities: an- 
niversaries, store promotions, civic 
and national news tie-ins. 

“Worthwhile?” he comments. 
“Absolutely. I believe news releases 
and advertising can be the fastest 
and best way to project the image 
of a company and its personnel.” 
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Put the new “Help Yourself” Nicholson or 
Black Diamond hand hacksaw blade dis- 
play on your counter or pegboard. 


This attractive self-seller features the price 
and type of each blade. It’s free with the 
Number 80 assortment . .. and it offers 
your customers truly outstanding and well- 
known blade quality—Nicholson or Black 
Diamond —in two types, each in four hack- 
saw sizes. 


Your blade sales won’t lag long with this 
display. Increase your stock turnover and 
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BLADES 
STAND OUT 
WHEN THEY 
STAND UP 


help build store traffic. Call your hardware 
wholesaler for a supply today. 

HERE’S YOUR PROFIT STORY: 
Your cost . . . « « « « « $90.92 
Your selling price. . . $25.80 
Your profit. .... $ 8.68 


NICHOLSON 


Nicholson File Company, Providence 1, Rhode Island 


Files - Rotary Burs + Hacksaw and Band Saw Blades 
Ground Flat Stock + Industrial Hammers 


° 
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These Western Dealers are Keeping Up to Date 


News About New Stores, Modernized 
Stores and Aggressive Merchandis- 


CALIFORNIA 


Owner Credits Growth to 
Personalized Service 


The San Gabriel Valley firm, 
Ole’s Supply Co., has opened a 
second store in Covina. The new 
store at 422 W. Arrow Highway 
has 30,000 sq ft and parking space 
for 1000 cars. The firm has grown 
from two employees 15 years ago 
to over 100 today. 

Ole’s features home and garden 
supplies. Other departments in- 
clude barbecue equipment, garden 
tools, lumber, housewares, paint, 
electrical and plumbing supplies. 

General Manager of both Ole’s 
stores is Sidney Ettinger, who has 
been with the company since 1956. 


Downey Store Caters 
To Do-It-Yourselfers 


The Imperial Home Supply Co. 
will cater to the Do-It-Yourselfers 
of Downey, Calif. Qualified sales 
people will be available to advise 
customers of any phase of home re- 
pair. Instructions will be given on 


A NWA 





ing Programs 


such projects as “how to install 
wiring” and “how to lay bricks.” 
Owner Leo Sprowls held a grand 
opening to introduce residents to 
his new store in the Paramount 
Park Shopping Center. The 10,000 
square-foot building displays paint, 
hardware, plumbing, electrical sup- 
plies, auto parts, housewares, patio 
and barbecue equipment, lawn and 
garden supplies and paints. 
Promotion included cooperating 
with other merchants in the center 
in publishing a 16-page tabloid size 
circular distributed in the area. 
Modernization plans were formu- 
lated after several years of study- 
ing new and remodeled stores 
throughout California and Nevada. 
After the remodeling of the in- 
terior, the sales area will be ap- 
proximately two-thirds as large as 
the existing area. Since self-serv- 
ice was of major concern, three 
new check-out stations will be in- 
stalled. Every effort will be made 
to carry a complete stock and have 
it accessible to customers. 
There will be a main entrance 


OPN 
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from the enlarged parking area in 
the rear. Air conditioning, back- 
ground music, modern lighting and 
new store fixtures are other cus- 
tomer conveniences planned. 

A well stocked industrial depart- 
ment will be provided to handle 
volume orders, and a large area 
has been planned for rental equip- 
ment. 

Overlooking the sales area will 
be a large raised office. For the 
use of the employees, Commercial 
will build new conference rooms, 
an employee lounge and a coffee 
room. 

President of Commercial Hard- 
ware is Edward J. Horgan. 


10-Day Opening Sale 

A 10-day re-opening sale was 
held by the newly re-decorated Hi- 
Desert Hardware in Yucca Valley, 
Calif. The sale was designed to 
give customers a chance to see all 
the added lines being offered. 

New owners Dick and Eunice 
Parton have also added trading 
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New Owner Increases Stock 


El Cajon residents were invited 
to attend the grand opening of the 
Washington Avenue Hardware, 910 
E. Washington, by new owner S. 
Erl Stensrud. 

Stensrud has added many new 
lines. He has also increased the 
stock of electrical tools, hand tools, 
builders’ hardware and paints. 


New Holiday Store Opened 


Holiday Hardware opened its 
fourth in a chain of stores recently. 
It is located in the Conejo Village 
shopping center, Thousand Oaks, 
Calif. Manager of the store is Lee 
Galzer, former manager of the 
firm’s Reseda store. He is assisted 
by Lou Norwicki. 

Galzer stated that the store will 
stock hard-to-get items and re- 
placement parts for kitchen appli- 
ances to accommodate customers. 


COLORADO 
New Owner Holds Drawing 


Bob Pritchard is the new owner 
of Littleton Hardware, 133 W. 
Main St., Littleton, Colorado. 





| 


VOUSEWARES 


One of the first promotions tried 
by the new owner was a drawing. 
Names were drawn from a box and 
the winner presented with a PPG 
door mirror. 

Pritchard plans to expand stock 
and add some new lines. 


Third Store for Economy 


Economy Lumber and Hardware 
Co. has opened a third store in the 
Denver, Colorado, area. The new 
building at 5800 S. Broadway in 
Littleton cost $85,000 to construct. 

Self-service system will be used 
by the store. Merchandise, including 
all lumber and building materials, 
will be under cover. Officials plan 
a daily inventory of stock so they 
can assure a complete line at all 
times. 


NEVADA 
Reno Firm Adds 5,000 sq. ft. 


Customers of Commercial Hard- 
ware Co., Reno, Nev., will enter the 
store through an unusual entrance. 
A dark solid wall accented by sil- 
houettes of hardware items has 
been designed as part of the store’s 
remodeling program. 

The complete program calls for 
an addition of 5,000 sq. ft. in new 
sales and offices area. Approximate- 
ly $125,000 will be spent on the 
project. 


New Owners of Supp’s Hardware 


Supp’s Hardware, one of the old- 
est businesses in Wells, Nev., has 
been sold. Owner W. H. (Herm) 
Supp has sold the property to his 
brother, A. D., and a nephew, A. K. 
Supp. 

The new owners plan a complete 
remodeling of the store at Sixth 
St. and Clover Ave. Present plans 


call for expansion to 50x75 feet at 
the same site. Supp’s Hardware has 
occupied the location for 31 years. 
The hardware will be operated in 
conjunction with a garage and 
parts store. 


Reno Dealer Expands Lines 


Since its remodeling the Reno 
Lumber Co., 505 Valley Road, 
Reno, Nev., features many items in 
the hardware field. The firm now 
carries complete lines of hardware, 
paint, household hardware and gar- 
den supplies. They also have plumb- 
ing and electrical departments. Ray 
Trease is manager and John Ander- 
son the general manager. 


WASHINGTON 
Reinhard’s Opens Second Store 


Reinhard’s Hardware, Bellevue, 
Wash., held a grand opening of the 
new Eastgate store at 14608 Sun- 
set Highway. Customers were given 
prizes and refreshments. The own- 
ers, Lou Reinhard and George 
Baker, have also remodeled their 
store at 939 104th N. E. 





Whoops . . . Looks like they're making these 
new toasters se/f-feeding now. 








598 POTRERO AVENUE, SAN 





Hardware and Hobbies — 
a fine “PROFIT -TEAM’ 


Add hobbies to hardware and you build traffic, | 

build sales, build profits. Entrance into the hobby nent. Thousands of uses. 
field is easy for hardware retailers in California, | 
Oregon and Washington. You have access to the 
West’s most extensive line of pre-sold, brand- 
name model and hobby merchandise, plus mer- 
chandising aids, and counsel based on 23 years’ 
specialized experience. Write for information, or 
ask to have a representative call on you. 


Dd N, ° Distributor of Hobby Supplies 
e e Wholesale only 


FRANCISCO 10, CALIFORNIA 


any materia 


Sold by leadin 
Comes in 2 o2., 








Only "A PENNY A PATCH" ... is 
all it costs to use 
TEHR-GREEZE FABRIC CEMENT 


For the instant repair of overalls, gloves, canvases 
tents, awnings, tarpaulins, bags, leather g 
it can penetrate. 


jobbers and dealers everywhere. 
oz. and 16 oz. plastic bottles. Also 


s and 
Inexpensive, perma- 


acked from 32 oz to |! gal. 
in glass. SEND THIS AD AND 
$! FOR SAMPLE LARGE 
BOTTLE, PRICES AND LITERA- 
TURE. 

Comes in attractive 3- 

color counter display 

carton. (12 to o pack- 

age). 


VAL-A COMPANY 


700 W. Root St. 
Chicago ?, ii. 
YArds 7-9442 
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combined with a new display fixture for plumbing 


Pipe Fitting Display fittings. 


“Formerly, we had plumbing fittings in bins in 

for Added Sales our back room. Many of our customers did not realize 

what a wide assortment we carried. This display 

island puts the merchandise out where they can look 

at it and handle it. In addition, it lets them know 

SALES OF PLUMBING merchandise in general, and that we are specialists in this kind of merchandise, 

of fittings in particular, have increased 25 per cent and can supply their needs for any kind of plumbing 

for Ray’s Hardware of Oswego, Ore. Reason for this job,” Lentz explains. 

increase, according to owner Ray Lentz, has been 
the store remodeling that took place two years ago, 





Free Woodworking Classes—(Cont. from page 18) 


mouth advertising by students pleased with the quali- 
ty of our classes,” he continued. 

“Aside from the measurable sale of power tools and 
accessories, it is impossible to measure the other di- 
rect benefit from these classes. However, there is no 
question that we have created many new friends and 
are achieving a greater over-all store volume. 

Many of the people whom we first met as students 
are now regular customers. We have observed time 
after time formerly unknown people coming into the 
store to purchase related woodworking items such as 
sandpaper, wood finishing paints and varnishes. The 
only reason I hesitate to estimate a total profit value 
is that these classes are growing so fast that any 
present figures would be an understatement,” conclud- 
ed Lathrop. 
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Master Padlocks 


BRAND NAME PRODUCTS 


DROP SHIPMENTS 
pl . POOL CARLOADS 
WILL-CALL SERVICE 
PRE-PAID SHIPMENTS 
SEASONAL FUTURES 
PERSONALIZED SERVICE BUILDING MATERIALS 


Specialists tn Dealer Profit and Seruice/ Ne. henaneee ait. WAbash 2-901] 
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ACCESSORY PARTS of water system hang on per- 
forated board behind pumps and operating model (top 
shelf). 


Sales Tripled with Complete 
Water Systems Display 


A COMPACT DISPLAY of electric water systems 
which incorporates all parts and accessories for use 
“outside the store’’ has boosted sales for H. E. Lathrop 
of Lathrop Hardware Co. in Montrose, Colo. 

The display is regularly moved around from point 
to point, at Grange meetings, Farmer’s Institute get- 
togethers, home shows, farm equipment displays, etc. 
The display consists of a two-level display unit which 
shows three sizes and types of pumps. On the top 
shelf is an operating model with a 20-gallon water 
tank standing by. Two perforated board wall panels 
which show fuses, switches, taps, connectors, seals 
and other essentials for putting in a reliable water 
system stand behind the display. 

Lathrop’s Hardware Co., in a western Colorado com- 
munity, has more than tripled its sale of water pumps 
in less than a year. Most of the sales increase resulted 
from this constructive, educational display. It “answers 
at a glance” most of the questions prospects ask 
often about electric water systems. 

The store handles the complete installation for cus- 
tomers including the hiring of labor for necessary 
digging, plumbing etc. The store also maintains a 
file of testimonial letters from users pleased with the 
high output of submersible-type pumps. More than 
90 per cent of the new sales developed this year have 
been produced by the display. 

“There’s nothing in the display which our prospects 
haven’t seen before,” Lathrop said. “However, we 
are simply doing a better job of showing them all of 
the items together, and in operation.” 
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HOLT Rental Machines 


increase other business, too 


SANDER, EDGER, POLISHER rent- 
als step up sales of sandpaper, 
steel wool, paint, varnish, wax, 
etc. while paying for machines out 
of rental income to do-it-yourself 
customers and small contractors. 
Safe, simple to use, built for rental 
use and abuse. Fill in coupon now 
and see how this profit-making 
trio builds business for you. 











New Rental Sander. Stronger vacuum 
and improved pickup reduce dust. 
Short coupled, well-balanced; easy 
to handle and transport. Does truly 
professional job. Has same durability 
and quickly demountable drum cush- 
ion (patented) as Holt professional 
sander. 


JW12 Polisher waxes, polishes, 
steel wools; scrubs and shampoos 
rugs and carpets. Easy for women 
to use. Motor grease-sealed for 
life. Stowaway handle uses less 
display space. 


Holt Edger. Unsurpassed 
for sanding floor edges, 
corners, closets, boats, desk 
tops, and so forth. 


SALES AND SERVICE CENTERS IN MAJOR CITIES 


; ()|sj9 MANUFACTURING CO. 


669 - 20th St., Oakland 12, Calif.; 10702 - 46th St., Tampa 10, Fla. 
272 Badger Ave., Newark 8, N. J. 45 
2 ee Oe GR OH OF Ge oe On ae ae me oS oe oe oe ee 
HOLT MFG. CO., Dept. K-8 
669 - 20th St., Oakland 12, California; 10702 - 46th St., Tampa 10, Florida; 
272 Badger Ave., Newark 8, New Jersey. 


Please send me details on Holt rental machines. 


Name Position 








Firm. 





Address. 
ee ee ee ee 
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IN MEMORIAM 





H. L. 
GEORGE 


H. L. George, 68, died at his 
home at Lake Oswege, Oregon, 
on July 1 several months after 
suffering a stroke. He had retired 
from Marshall-Wells in 1958. 

He started with Marshall-Wells 
Portland branch in 1913 as a ware- 
houseman. He worked through 
many departments and subsequent- 
ly served in various executive ca- 
pacities in the Portland branch. 

In 1942 he went to Washington, 
D. C. to serve as a “dollar-a-year- 
man” with the National Industry 
Board. He returned to the whole- 
sale firm in 1943 as manager of 
the Marshall- Wells Spokane 
branch. In 1950 he became manag- 
er of the Portland branch. 

In the fall of 1955 he was trans- 
ferred to the head office of Mar- 
shall Wells in Duluth, Minnesota. 
He acted as a coordinator of the 
company’s Western branches which 
were then located in Billings, Mon- 
tana; Spokane, Seattle and Port- 
land. 

In 1958 he was honored as the 
“Hardware Industry’s Man of the 
Year” by the Portland Pot & Ket- 
tle Club. 

He is survived by his widow, 
Mrs. Ruth George, daughter, sis- 
ter and three grandchildren. 


HARRY 
O. DAVIS 


<8 


Harry O. Davis died in Los An- 
geles on June 19. In recent years 
Davis had been a manufacturer's 
representative covering eight 
Western States. 

He started as a sales representa- 
tive for Lisk-Savory Corp. in 1933. 
He was their special Western Sales 
representative until 1955 when he 
started his own manufacturers rep- 
resentative business. He continued 
to represent Lisk-Savory line along 
with other housewares products. 

Davis was quite active in the 
Pot & Kettle Clubs. In 1941 he was 
elected president of the Associated 
Pot & Kettle Clubs of America at 
Gearhart, Oregon. This was the 
last convention of the club until 
the end of the war. As a result 
Davis held the office of president 
for the longest period of any of 
the presidents. He conducted the 
first post-war meeting at Coronado 
Hotel in Coronado, Calif. in 1946. 

He was instrumental in organiz- 
ing the Denver Pot & Kettle Club 
and for his efforts was made an 
honorary member. He is survived 
by his wife, Nell. 


HENRY JOSEPH PAULUS 


Henry Joseph Paulus, 78, died 
May 31 in Duarte, Calif. He was 
the owner of the Henry J. Paulus 
Hardware Store. 

Paulus is survived by his widow, 
Theresa, two sons and a daughter. 


What Do You Do? 
(Continued from page 17) 


his wife. West is president and 
general manager. Mildred I. West 
is secretary-treasurer and credit 
manager and directs a staff of 
three girls in the business office. 

“We're a good team and I’m 
mighty lucky,” said West. ‘We 
not only work together congenial- 
ly but our hobbies parallel. I’m a 
golf addict, but I'd still rather 
play golf with my wife than any 
man I know. She’s one of the 
store’s best customers for flies and 
fishing tackle. We load up our trail- 
er house and haul our twin-engine 
boat on many a Sunday fishing trip 
to Diamond Lake or other of 
Southern Oregon’s many trout 
lakes. On top of that, she’s fhe 
best credit manager I’ve ever 
seen.” 

The Wests have two sons. One 
is in training at Baker & Hamilton, 
wholesaler in San Francisco, and 
the other is in college studying 
for a teacher’s degree. 

“We try to specialize in what 
the customers want,’ West sum- 
med up their operation. “Just the 
other day, a man came in and 
wanted to buy some harness buck- 
les. We didn’t have any and his 
comment was: “Well, if you don’t 
have them, then I know I can’t buy 
them in town!” 

The 1959 Roseburg explosion 
was, according to The World Al- 
manac, one of the 27 major explo- 
sions in current world history. It 
is little wonder that West’s first 
reaction was “to fold his tent and 
move away.” Instead, he sought 
the advice of experts and had the 
judgement to know when the ad- 
vice was worth taking. 





GLEASON WHEEL 


NARROW HUB WHEELS 

FIT MORE APPLICATIONS ... 
MEAN MORE SALES AND PROFITS 
Gleason narrow Hub Wheels, 
Gleason Hub Stretcher springs and reducer 
bushings, let you fit virtually all of the more 
than 40 hub widths found on wheeled equip- 
ment in use today. A minimum inventory gives 


you fast turnover and eliminates carrying siow 
moving numbers. Order from your wholesaler. 


ask for GLEASON on your wheeled wt a mace 


(e) GI cuason core., 325 n. Plankinton Ave., Milwaukee 2 
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1961 WESTERN WHOLESALERS’ DIRECTORY 


includes general line and major specialty 
wholesalers serving hardware retailers in the 
13 Western States. This |6-page annual 
directory gives valuable information about 
executives, buyers, territory served, types of 
merchandise handled, special sample display 
rooms, special salesmen and special ser- 
vices offered. Price $2.00. Send check to 


HARDWARE WORLD SERVICE BUREAU 
1355 Market Street, San Francisco 3, Calif. 
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INDEX TO ADVERTISERS 





(This index is published as a convenience and not as a part of the advertising contract. 


Every 


care is taken to index correctly and no allowance will be made for errors or failure to insert) 





Note: Figures in parentheses ( ) refer 
to Inquiry Card Number which can be 
circled on inquiry card on page 32 
information 


when desiring further 


about advertisement. 


A 


Animal Trap Co of America .... 


C 


Campbell Chain Co 


Cleveland Mills Co (1)..Front Cover 
Comet Mfg Co Div of The Siegler 


Diamond National Co 


F 
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Gleason Corp 


Hillerich & Bradsby Co 
Holt Manufacturing Co 


D N Mallory 


Marshalltown Trowel Co 


Ox Fibre Brush Co Inc 
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Robert E Miller & Co Inc 
Mirro Aluminum Co (23) 
Third Cover 


O F Mossberg & Sons Inc 


N 


National Hardware Show 
National Screw & Mfg Co ...... 33 


Nicholson File Co 


P 


Peters Cartridge Div Remington 


Remington Arms Co Peters 
Cartridge Div 


The Siegler Corp Comet Mfg Co 


Turner Corporation 


Val-A Company 


Warp Bros (24) 
Woodhill Chemical Corp 


Back Cover 


Second Cover 
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DON’T SHOOT! 
It’s a Decoy... 


te 


 palaneientiaesiemeimetieentienetan! 


| Stock and Sell 
The Complete Line 
of Victor Decoys 


Fe) 


No. D-10. Victor Majestic Standard. 
life-size Tenite Plastic. Seven species, 


No. D-95. Victor Majestic Long-Life. 
Polyethylene Plastic. Three species, 


No. D-5 Victor Canada Goose. Authen- 
tic molded fiber decoy. Upright and 
feeder type heads. Also Snow Goose and 
Blue Goose. 

Also: No. D-12 Victor Deluxe Canada 
Goose; No. D-7 Victor Owl. 


Wait ’til you and your customers see the new 
No. D-2 V 
been completely redesi 
silhouette and modern 
The Victor D-2 has always been popular and 
this year it should really int 

parade. Made of molded fiber; pre-balanced 
and waterproof. Mallard has head and wings 


duck decoy. It’s 
ed with a higher 
road-body realism. 


ictor emier 


the sales 


inted with iridescent paint. Six species: 
allard, Black Duck, Pintail, Red Head, 


“ i Canvasback, Blue Bill. 


Also No. D-3 Victor Magnum. Slightly 


larger than D-2. Nine species. 


Stock Early—Order from Your Wholesaler 
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JOB WANTED 


Experienced Hardware Man with 20 
years’ background in wholesale and 
retail. Family man, 37 years old. 
Best references available. Presently 
employed by 2nd employer in 20 
years. Factory Rep. Wholesale or Re- 
tail offers will be considered. North- 
west territory preferred. Address Box 
A-980, care HARDWARE WORLD, 
1355 Market St., San Francisco 38, 
Calif. 





EXPERIENCED SALESMAN, fam- 
ily man, 39 years old, with top selling 
record wants to become associated 
with Los Angeles manufacturers’ 
agency to cover the No. Calif. terri- 
tory in hardware, houseware field. Ad- 
dress Box A-981, care HARDWARE 
WORLD, 1355 Market St., San Fran- 
cisco 3, Calif. 





San Francisco 3, California. 





Announcements in this section are inserted at the rate of twenty cents 
per word, including address or box number, with a minimum charge of 
$5.00 per issue, payable in advance. Send copy to 1355 Market Street, 








ITIES 


1961 WESTERN WHOLESALERS’ 
DIRECTORY includes 185 wholesal- 
ers located in 63 cities in 12 of the 
Western States. This 16-page annual 
directory gives valuable information 
about general line and _ specialty 
wholesalers who serve the retail hard- 
ware field. Each listing includes ex- 
ecutives, territory served, types of 
merchandise handled, special sample 
display rooms, specialty salesmen and 
special services offered. Price $2.00. 
Send check to HARDWARE WORLD 
SERVICE BUREAU, 13855 Market 
Street, San Francisco 3, Calif. 








REMODELING ?7? 
NEW STORE ??? 


HANDY 
GRAPH SHEET 


Ample space is available on this large 
graph sheet to lay-out departments, 
fixtures, gondolas, etc., for a store up 
to 100x150 feet. Scale is 4%” to 1’. 
Save costly errors—send for this 
GRAPH SHEET—Only 50¢ from 
HARDWARE WORLD, 1355 Market 
Street, San Francisco 3. 


Payne Makes Sales Changes 


James Limbaugh has been as- 
signed to cover the Southern Cal- 
ifornia territory for The Payne 
Co., La Puente, Calif. He replaces 
Richard P. Judson who has been 
transferred to Orange County. 


Callaghan Appointed by Bell 

Walter T. Callaghan has been ap- 
pointed general sales manager for 
Bell Electric Co., Chicago. He was 
previously with Steber Mfg. Co. 
and also Pyle National Co. 


Weaver Named Sales Director 


R. E. Thomas was named direc- 
tor of sales of the Seth Thomas 
Div. of General Time Corp. He will 
be headquartered at the Thomas- 
ton, Conn. plant. 


So. Calif. Agent for Speco 


Jassenoff-Wetstone and Associ- 
ates, 219 West Seventh St., Los 
Angeles, has been appointed sales 
representative for Speco Products, 
Inc. Their territory will cover 
Southern California, Nevada and 
Arizona. 


Sylvania Adds Montana Firm 


Fairlane Distributing Co., 801 
No. 27th St., Billings, Mont., has 
been appointed Sylvania distribu- 
tor. James H. Corning is president 
of the company which will handle 
radio, television and phonograph 
sets in the Billings area. 


Mack Heads Sales Expansion 

Joseph Mack has been appointed 
general sales manager of the Earl 
Fisher Plastic Co., Columbus, O. 
Mack previously served as general 
sales manager of Vaughan Mfg. 
Co. 





Where's The Number? 


Due to mechanical limitations the IN- 
QUIRY NUMBER is sometimes omitted at 
the bottom of an ad. To find the inquiry 
number check the INDEX TO ADVER- 
TISERS. 


CIRCLE THE NUMBER — WE DO THE REST 








Furniture Rest — Pintle Type 





Rubber 
Crutch Tip 


de 


Monopoint Glide 


Bakelite Furniture Rest 





Bakelite Caster Cup 











48 


DOMES OF SILENCE 
RUBBER CUSHION GLIDES 


RUBBER CUSHION GLIDES 


Wonderful for all wood \ @ 
and metal f 
Glide softly, 
smoothly. Set 
a 3-color card. 6 Sizes, 
", %”, 1”, 11/16", 1%", 1%". 


PROMPT SHIPMENT 


Ask your jobber, if he is not supplied, write 


ROBERT E. MILLER & CO., INC., 


35 Pearl St.. New York 4. N. Y. 
For Details Circle 22 on INQUIRY CARD 





Rubber Expander 
12 Boxes in Tubular Glide 


Upholstery Nail 
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Adjustable Rubber 
Cushion Glide 








Adj Tubular 
Spring Type 





HARDWARE WORLD 











~MIRRO TV SPECIAL 


No. M-0842-58 2-QT. SAUCEPAN AND COVER 
Ship. unit: 4 only—4Y Ibs. 
ATTRACTIVE POINT-OF-SALE MATERIAL AVAILABLE 
Featuring the 
GREATEST COOKWARE IMPROVEMENT 
IN A GENERATION! 








Program Beamed to 
92% of America’s TV Homes 


MIRRO is putting Jack Paar power 
behind this profit-for-you promotion 
... building big demand for the entire 
Jet-Stream line with demonstration- 
selling on TV to a real mass market 
on the exclusive Easy-Over Covers. 





There'll be “Jack Paar” tags on 
the 2-qt. MIRRO Covered Saucepan 
NO BURNED HANDS NO MESSY DRIP Special, tie-in window banners, dis- 
play cards, newspaper mats. All FREE, 


TN GMI CMMAYMET SOMBIE in wich tis TV adverusing for 
Teelin Sept. 25 ie) Nov. i[e) king-size piece of this important 


profit-tunity ! 
CONTINUOUS MASS COVERAGE Be sure you’re in a strong stock 
Promoting the entire Jet-Stream line position on MIRRO Jet-Stream, be- 
fore the excitement starts. 
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MIRRO ALUMINUM COMPANY * MANITOWOC, WISCONSIN 
Fifth Avenue Bidg., New York 10 e ~ Merchandise Mart, Chicago 54 BUY FROM YOUR MIRRO JOBBER 


World’s Largest Manufacturer of Aluminum Cooking Utensils 


For Details Circle 23 on [(NQUIRY CARD 












JOHN 
WARP HAROLD ' . 
WARP | 


Vice Pres. 
President 
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Eor 37 Years 
This Has Been 
OUR POLICY i to give 
oe eT call ‘ ur needs 
TOP os QUALITY ilm, -O- A 
PROMPT fou SERVICE WARP BROS. 
Standard PRICES Chicago 51, Illinois 

astics Since 4924 
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